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Only ©-L-% 
Sealed Cable Systems 
by 
Can do so Many Jobs 
so Well 


Simplex C-L-X is a packaged combination of cable and 
an extremely pliable, corrugated metal sheath. It 
requires no separate duct or conduit regardless of 
environment. It is available with steel sheath and 
plastic jacketing; and with copper or aluminum 
sheaths, with or without plastic jacketing. 


By using a single length of 3-conductor 1I5KV C-L-X 
for both underground and aerial use, a Southeastern 
utility company saved more than 20,000 dollars from 
what it would have cost for a complete underground 
duct system. 


Conduit life in this company’s calcium chloride rec- 
lamation building was only 6 to 9 months. The 
conduit was replaced with a C-L-X cable system which 

after two years of operation, shows no signs of 
deterioration. 


An East Coast petroleum tank farm used a C-L-X 
8-conductor cable protected with PVC for direct burial 
in ground that was saturated with oil, gas and water. 
Result: Perfect performance at a sizeable savings 
over conduit systems. 


Only Simplex C-L-X offers you: Exceptional Strength 
..- Unequalled Pliability . . . Protection from Liquids 
and Gases... Faster Installation and Lower Costs. 
Send for Illustrated Brochure containing Application 
and Engineering Data. 


SIMPLEX WIRE & CABLE (© 


CAMBRIDGE, MASSACHUSETTS 
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Something new has been 4 


Square D, like other companies, carries insurance to 
protect us from claims for damage to property, or injury 
to persons, arising out of the manufacture, sale or use of 
our products. Now, to keeP our distributors "out of the 
middle," +his insurance has been extended to include your 
interests and will likewise cover you--provided the damage 
or injury is not due to negligence on your part, oF due 

to your expressing a warranty beyond that which we 


authorize - 


In insurance language, this is called "vendor's liability 
insurance." In any man's language, it's good protection 
+o have. And it provides another tangible example of our 


"partnership" philosophy jin action. 


sincerely, 


w. J- Moriarty 


Manager, Distributor Relations 
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special interest. 


Is your opinion 
reflected here? 


This problem 
could become 
serious... 


How one manu- 
facturer helps 
the distributor. 
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Credits and Collections 


THIS may be the month you get short- 
changed on days—but certainly not on 
interesting, helpful and practical edito- 
rial material in this February issue of 


e “A Charge Plate System That In- 


creases Office Efficiency”—Sophisti- 
cated, yet efficient use of a basically 
simple credit tool (page 52). 


e “This Showroom Is A_ Sales 


Booster”—Chicago’s Steiner Electric 


EW. is putting its best lighting face forward 


Let’s take a look at some of the 
features you'll find inside: 

e “His Planned-Selling System Pays 
Off in Profit Growth”’—Miller-Knapp 


chance in charting his own selling pro- 
gram (see page 40). 

e “What Can Be Done About Small 
Orders?”—A survey of electrical dis- 
tributors across the nation explores the 
symptoms and the salves for this con- 
tinuing ailment (page 43). 

e “To Sell Lighting: Sharpen Your 
Brain, Not Your Pencil”—That’s the 
self-explanatory motto that Havens 
Electric Co., Inc. puts to work on 
lighting sales (page 50). 


for profitable results (page 54). 


e “The Pricing Problem Can Be 


Solved!”—So says Lester May, presi- 
dent of May Electric Supply, in this 
comprehensive analysis of our Novem- 
salesman Walter Wood leaves little to ber 

Want 


ules?” 


cover story, “Do Distributors 
Realistic Resale Price Sched- 


e “Imports: What’s Their Impact?” 


—Here is an 11-page special report 
that digs into the influx of foreign elec- 
trical materials and tells you how 
spokesmen for every segment of the 
American electrical industry see the 
effects (page 61). 


By the way, the name of our “mys- 


tery guest” (page 6) will appear here 
next month. 
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For your customer’s sake 


COMPARE* 


BLACKHAWK ADJUSTABLE BAR HANGER 


Send for your free sample — find out for yourself why it is the fastest, 
easiest, neatest, most economical way to hang all ceiling light fixtures. 


Check Blackhawk’s exclusive “clipper” — no screws 


to tighten — saves time and money on any job. 


a 


eal 
4 


BLACKHAWK ADJUSTABLE BAR HANGER WITHOUT FIXTURE 
STUD—The answer to residential wiring jobs. Lower in price. 
Allows more room in outlet box. 562 used between joists 
from 12” to 18”. 563 used between joists from 18” to 26”. 


For quick, permanent installation. Avail- 
able with or without fixture stud. Made 
of heavy gauge steel they are adjustable 


e 
COMPARE SEND THIS COUPON FOR YOUR FREE SAMPLE 


Blackhawk Industries 
Box 708, Dubuque, lowa 
Please send me my free sample of Blackhawk Adjustable Bar Hanger 


Address 


_ ae 


ckhe 


BLACKHAWK ADJUSTABLE BAR HANGER WITH FIXTURE STUD 
— 560 used between joists from 12” to 18”. 561 used 
between joists from 18” to 26”. 


to required spacing. No notching is nec- 
essary because support edges of hanger 
are formed to act as plaster gauge. 


_ State 


Blackhawk industries, Dubuque, lowa 
Where the new ideas come from 


| ustries 


Leese ew ee ee eee ew eee eeeaaad 
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YOUR 
DEALERS 
WILL 
PROFIT 


with 
AUTOMATICALLY 
RETRACTING 


Reels 


When your dealers profit, you profit. Here's your 
opportunity to supply your dealers with a product 
line that produces higher profits and greater turn- 
Cordomatic’s aggressive and 
merchandising makes their selling job easier and 
produces continuous repeat orders 


p—— NOW! ! NEW! — 


Automatically retracting reels for all indus- 
trial, manufacture repair or maintenance 
work 


over advertising 


Reels feature safety 


job 


Cordomatic 
convenience 


savings 


moke your selling 


easier and more profitable 


NEW! GARAGE LITE REEL ‘'600-W 


handle 


strain 


¢ Shatter 
* power 


phenolic pistol-grip 
outlet in handle ¢ built-in 
heavy-duty steel reflector « 
leases with fingertip control « heavy 
duty spring motor is dustproof and lifetime 
lubricated « guard 
stant bulb one piece 
hook «¢ foolproof gravity action 
mechanism ¢ ceiling mounted for 360‘ 
wall for 180° free 
for all automotive applications 
work 


proof 
relief « locks 
and 
swing 


open permits in- 


changing «¢ hanger 
locking 
rota- 
swivel ¢ ideal 
under hood 
or car benches or 
hard to reach places without light or power 
For loading platforms, stock rooms 

tool shops, maintenance work 
work, etc 


tion, or 
transmission work 


ware- 
houses con- 


struction 


NEW! 


° easily 


PORTABLE 
600 JL 


JOB LITE REEL 


carried to and from any job « 
150 watt floodlight, spotlight 
built-in power outlet 


accommodates 
or incandescent bulb « 
for power tools and appliances ¢ swivel al- 
direction « 


complete lighting in 


handle of 


lows ony 
resistant phe 


and oi! « 20 


pistol-grip impact 


nolic impervious to grease 
cord pulls out to any desired 

ocks retracts automatically « 
snap-open light guard, all steel 
bulb change « 


case 


foot length 
and 
opens eas- 


hook 


mounting « 


ily for quick hanging 
wall 
intense light is 
ideal for 
radio 


types 


on back of 
used 
confined 
tricians 


permits 
where needed in a 


area e« plumbers, elec 


carpenters technicians, and 


service work of all 


NEW / si ye OUTLET REEL 


¢ carry three electrical outlets to your work 
table wall 
locks at 


retracts 


¢ sits under work 
place it 
any desired 


when 


hangs on 
15-foot 
automatically 


anywhere « cord 


length 
not in use ¢ ends dangling, hazard 


100) 


laboratory or 


ous cords « applications in home 


office 


or wherever more 


hospital, schools 


needed 


plant 
outlets are 
LITERATURE des« 


Reels for every use 


WRITE FOR FREE ribing 
other model Cordomati 


in all sizes and lengths 


All Cordomatic Products are Uncond 
onally Guaranteed UL Approved 


1710 Ws Indiana Ave 


Philadelphia 32, Pa 


Auto- 
1929 


Manufacturers of 
Since 


ading 


Reels 


America’s Le 


matic Cord for Industry 











LETTERS TO THE 


EDITORS 





A Worthy Question .. . 
Dear Sirs: 

“Why Do Distributors Sell to Each 
Other?” (EW—Dec. ’60, p.42) was, as 
| is usually the case, a worthy question 
for you to bring up for discussion. 

The practice, in my humble opinion, 
would seem to defeat the basic prin- 
ciple behind selective distribution. 

When a manufacturer takes 
gamble—and gamble it is—by sin- 
gling out one distributor in a local 
market, it would seem that that dis- 
tributor should jealously protect that 
| franchise. 


the 


Profit-making possibilities are con- 
| siderably greater when a line is not 
|} available to every Tom, Dick and 
Harry. The distributor can safely di- 
rect his salesmen to coordinate their 
efforts with the manufacturer's field 
men, their objective being the crea- 
tion of demand for that manufac- 
turer's products, particularly those 
| products with exclusive features. Suc- 
| ceeding in this, it does seem imprac- 
| tical for the selected distributor to 
competition for the very 
business he or his supplier has created 
by placing a competing distributor in 
a position to supply that demand. If 
the product involved has certain ex- 
clusive features respons_ble for the 
preference for that product, 
the order, in most cases, would find its 
way to the selected distributor. 

It has been said, that perhaps the 
buyer 


}; Cncourage 


buyer's 


is reluctant to do business with 
the selected distributor. That could be 

but isn’t it at least just as possible 
that the exclusive features of the 
product and the manner in which 
features fit into the buyer's cs- 
|sembly might very well overcome the 
previous fact, 
initiate a permanent relationship? It 
been done! 

Manufacturers selective 
distribution have been patient. Con- 
tinued indifference toward the greater 
| profit-making potential of such a pol- 
icy can only lead to relaxation by the 
appointment of additional distribu- 
| tion. With that: increased competition 
!}and a reduction in profit that could 
have been preserved. 
NAME WITHHELD ON REQUEST 


those 
| buyer’s reluctance, in 


| has 
favoring 


Popular Item 
| Dear Sirs: 


We would appreciate it if you 
could supply us with 40 reprints of 
the item titled, “What You Should 
Know About Modern Motor Con- 
trol,” as shown on pages 88-91 of the 
October 1960 ELECTRICAL 
| WHOLESALING. 


issue of 


You are to be congratulated on the 
production of such a good item fol 
the salesman who is promoting motor 
control. 

et BEL! 
EXECUTIVE VICE-PRESIDENT 
ELECTRIC EQUIPMENT 
SASKATOON, SASK. 


CO. LIMITED 


Dear Sirs: 

In the October issue you have an 
article on motor control which ap 
pears to us to be particularly compre 
hensive and suitable for handing out 
to electrical distributors’ salesmen 

H. E. CAMPBELI 
CAMPBELL & GEORGE CO. 


SAN FRANCISCO, CALIF. 


e Reprints available: 15¢ each 


Guess Who? 


Dear Sirs: 

In going through our files we have 
discovered the picture. The 
particular files would indicate that the 
person shown might be the 
pioneers of the electrical wholesaling 
industry. 

We were particularly impressed by 
the mischievous looking 
unique hairdo. 

We are wondering if you would be 
interested in running this picture in a 
future issue in the hope that somebody 
would recognize this young gentleman 

Have enjoyed your magazine and 
efforts for another year and wish you 
the best for the coming year 

J. P. Stmons, JR 


enclosed 


one of 


eyes and 


J. P. SIMONS & CO. 
CHICAGO, ILL. 
e Clue: the 
pears elsewhere in this issue. 


“ 


young gentleman” ap 
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CONTRACTOR WILL SEE AND READ THIS AD 
MAKE SURE YOU'RE “iN STOCK” 


RACO XD Quick Clamps save you 10¢ on 


every installation ...°99° on the average home 





Now...a new, faster way to install non-metallic 
cable...and save on every job. With the new 
RACO “Q” Quick Clamp, you just slide the 
cable in. No screws or screwdrivers. Holds Available in switch boxes 

(including beveled corner 


cable tightly. Available in square-cornered boxes) and outlet boxes. 
switch boxes, beveled corner switch boxes and 











outlet boxes. 


*Trade Mark 


To remove cable, 
release clamp pressure 
with screwdriver. 


RACO ALL-STEEL EQUIPMENT INC. 


Aurora, Illinois 
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TIMES and TRENDS 





The Industry and Imports 


The U.S. Government Printing Office during fiscal 
1960 bought stapling wire for the Congressional 
Record from three sources: Holdwire, Ltd., New York 
City; L&G Wire Corp., Brooklyn, N. Y.; and H. K. 
Porter Co., Holyoke, Mass. Holdwire’s wire is im- 
ported from England. All wire is purchased at com- 
petitive bidding. If the delivered price of imported 
wire is 6% or more cheaper than domestic, it’s 
purchased. 

This interesting (if ironic) little fact of international 
economics is symbolic of what is going on around us. 
Low priced and generally high quality foreign manu- 
factured goods are streaming to our shores to compete 
with domestic products. And as the flow increases, 
protests are growing louder. 

The January 14 edition of the New York Times 
reported that starting May | members of Local 1031, 
International Brotherhood of Electrical Workers, Chi- 
cago, would refuse to install electronic parts imported 
from Japan and other low wage nations. The pur- 
pose: to preserve jobs for union members. The local 
has contracts with 137 radio, television and other 
electronic plants in the Chicago area. 

The same item carried portions of an address by 
Ross D. Siragusa, president, Admiral Corp., before 
the convention of the National Appliance and Radio- 
Television Dealers Association. He said cheap foreign 
labor was threatening to undermine the entire eco- 
nomic system of the United States. 

And the January 14 issue of Business Week reported 
that Jacob S. Potofsky, president, Amalgamated Cloth- 
ing Workers of America, will recommend that mem- 
bers stop cutting Japanese fabrics after May 1. 

So far, the electrical construction and maintenance 


markets have not felt the impact of imports as have 
textiles, electronics and other industries. But this may 
be only a matter of time. Already, foreign-made wire 
and cable, tape, conduit, wiring devices, motors, motor 
controls—to mention a few— are finding their way 
here in increasing quantities. Today’s trickle may be 
tomorrow’s torrent. There would seem to be strong 
impediments—such as well-entrenched unions—but 
so far unions seem to be planning to take action; 
few apparently have done so. 

To measure the present impact of imports on the 
electrical construction and maintenance markets, as- 
sistant editor Herb Cavanaugh during December con- 
tacted almost 200 men in and out of the industry. 
Included were distributors, manufacturers, contractors, 
NECA chapter managers, IBEW officials, electrical 
inspectors, plant supervisors, consulting engineers, 
government officials, and trade consuls. They were 
queried on their specific knowledge of foreign-made 
electrical products. The verbatim responses of many—- 
some attributed, some anonymous—are contained in 
a special report in this issue (page 61). 

These comments reveal a strong anti-import atti- 
tude running through every segment of the industry. 
But there is an undertone that suggests that dollars 
and cents may be more powerful determinants than 
“Buy American” or union resistance. As one con- 
tractor told us, “We won’t touch them (imports) un- 
less forced to by competition.” 

This article represents our first exploratory piece 
on the subject of imports. We shall continue to follow 
and report developments. It may seem that we are 
jumping the gun—but then foresight can be more 
helpful than hindsight. 


Nothing Small about Small Orders 


During the year just past, electrical distributors 
ranging in size from the industry’s giants to some 
with less than 10,000 sq ft of floor space experienced 
a common problem: a sharp increase in the number of 
small orders handled. 

To define the problem and scout out possible solu- 
tions, ELECTRICAL WHOLESALING interviewed 49 dis- 
tributors from coast to coast (page 43). Among the 
means being used to limit small orders: estab- 
lishing minimums, pooling orders, withholding sales- 
men’s commissions on orders less than $10, educating 
personnel to build up orders. 

Of these, the approach that would seera bring the 
most immediate results is the minimum. But we don’t 
believe that a $2 minimum—which is the typical one 

is realistic. In view of what we have seen of order 
processing costs, it would seem that $25 is a minimum 
figure that is more compatible with actual costs. The 


main drawback to establishing a minimum is the in- 
evitable customer ire it creates. Good, steady cus- 
tomers can’t seem to understand why they should be 
“penalized” on their small orders. 

The solution, it seems to us, starts with determin- 
ing what your paper handling costs actually are— 
logically as part of a profitability study (EW—Dec. 
60, p.61). With all fixed and appropriate variable 
charges applied, we suspect you'll find the cost of 
processing an invoice is between $4-5. 

Once order processing costs have been calculated, 
it becomes a matter of determining what the minimum 
order size should be—one that covers costs and per- 
mits a profit. It may become apparent that resale 
prices for small quantities should be raised. In any 
event, it’s clear right now that small orders are pick- 
ing the industry’s pockets daily at a rate that is too 
depressing to calculate. 


— a 


Editor 





NON-INTERCHANGEABILITY... 
a big word for EXTRA SAFETY 


IT's EASY AND QUICK TO 
PREPARE (ff) LOAD CENTERS ~ 
FOR NON-INTERCHANGEABILITY 


Removal of interfer- 








FRANK ADAM NEW 
LOAD CENTERS have 
sequence bussing to 
permit any combina- 
tion of 2-pole circuits— 
have dual-rated lugs 
for copper or aluminum 
wire (in 100-amp. cen- 
ters and higher—plus 
many more features 
that make them a 
“best Buy.” 


ce met ni fond Soest yee 


imager ta na 06. isa edge 
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To prevent installation of higher-rated circuit 
breakers into branches with lower capacities—this 
is the purpose of Paragraph 240-25G on non- 
interchangeability in the 1959 National Electric 
Code. Frank Adam QP breakers comply with 
these NEC requirements. 


1, 2 and 3-pole breakers rated above 20-amps. are 
equipped with rejection slugs that require removal 
of interference tabs in load center mounting backs 
before they can be installed. This preparation takes 
but a moment. These interference tabs prohibit 
the substitution of 30 to 70 ampere breakers on 
the mounting back in place of smaller capacity 
breakers. Proper programing instructions are fur- 
nished to the installing contractor. 


This extra safety feature is only one of the many 
reasons for the superiority of Frank Adam Quicklag 
Circuit Breakers. Get the complete story—write for 
bulletin. 


Fp SINCE 1891 


BAM ELECTRIC COMPANY 


P.O. BOX 357, MAIN P.O.+ ST. LOUIS 66, MO 
e/boards + switchboards + service equipment 


safety switches + load centers + Quikheter 





TOP OF THE NEWS... and its significance to you 





Antitrust Repercussions: 
California To Sue 
For Treble Damages 


G.E. Brings 
Back Wilson 


SC Ruling Opens Way 
For Damage Suits 


Japanese Electrical 
Equipment Made in U.S.A. 


Duro Fittings Purchased 
By American-Marietta 


3rd National Lighting 
Show Opens In March 





The State of California is taking action to file suit for treble damages 
against several major electrical equipment manufacturers, according 
to State Attorney General Stanley Mosk. Companies involved are 
those that pleaded guilty or no contest in the recent antitrust price- 
fixing cases in Philadelphia. EW queried Assistant Attorney General 
Wallace Howland if the electrical distributors who may have handled 
some of the alleged price-fixed merchandise are liable to become 
involved. His reply; “That’s a damn intelligent question.” Howland 
is the state antitrust specialist and will be the prime mover in the 
electrical price-fixing action in California. He said further comment 
would come at a later stage. Details of the California action have 
not been set, and neither Mosk nor Howland has disclosed the names 
of the companies which will be sued or the manner in which suits 
will be brought. Two possible courses of action are open; one would 
be to bring civil suit for damages in federal court. The second course 
would involve bringing fresh criminal or civil charges entirely within 
the California court system under the state’s Cartwright, or “Little 
Sherman” act. Mosk told EW that “We are not inclined to bring 
criminal action.” He indicated that the state at this time is leaning 
toward the former civil suit in Federal Court. 


Charles E. Wilson, former president of General Electric Co. has been 
recalled to active duty. He will head a study to determine if violation 
of the antitrust laws by some GE employees caused financial damage 
to buyers of GE equipment. 


In other antitrust developments, the Supreme Court has made it 
easier for companies to bring treble damage suits under the antitrust 
laws on allegations of unfair competition. The Court’s ruling made 
clear that a company need prove only injury to itself, not the public, 
to collect treble damages in a private antitrust suit charging con- 
spiracy to restrain trade. 


The Federal Trade Commission has charged two affiliated Rochester, 
N.Y. concerns with misrepresenting that various Japanese-made 
electrical supplies and equipment are domestic and that they manu- 
facture the products, Named in the FTC’s complaint are Dialand 
Electric Sales Corp., which does business as Diamond Electric Co., 
and Elkee Corp. The operation is a corporate device used by re- 
spondents to import foreign-made goods which are then sold to dis- 
tributors and retailers, according to the complaint. The products 
cited are plastic electrical tape and “solderless service connectors”. 
For the revealing story of how imports are affecting the electrical 
industry read, Imports: What's Their Impact?, on page 61. 


Duro Fittings Co., Los Angeles, Calif. has been purchased by 
American-Marietta, parent company of Steel City Electric Co., Inc., 
Pittsburgh, Pa., according to a company announcement. 


Thirty-two national and international lighting authorities and 200 
lighting manufacturers will take part in the 3rd National Lighting 
Exposition set for March 5-8 at New York’s Coliseum. Highlight of 
the show is the World Lighting Forum with I.E.S. guest speakers: 
Richard G. Slauer, I.E.S. president, keynote speaker; George J. 
Taylor, vice-president in charge of Marketing and Research, and 
C. L. Crouch, technical director 1.E.S. 
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ROYAL Portable Cords 


stand out time and time again as the fastest selling cord line in the 
business! They give dependable performance and satisfaction to your 
customers time after time after time. The BIG line, too — Royal 


portable cords are made in rubber, neoprene, thermoplastic. Fixture ELECTRIC 

wires. Lamp cords. Machine tool wires. Thermo cables. Bell wires. ---@e@ escociote of 

Coaxial cables. And more. All packaged for easy handling in stock ROYAL ELECTRIC CORPORATION 
and on the job. They’re “made right . . . to be right on the job” for PAWTUCKET, RHODE ISLAND 
repeat sales, repeat SALES, REPEAT SALES! Call your Royal repre- sided 


sentative today. Royal Electric Company (Quebec) Ltd., Pointe Claire, Quebec 
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NEW PRODUCTS 





Cable Tracer 


New device designed for tracing 
conductors in cables and conduits 
Device called Cable Tracer enables 
electrician to trace and identify con- 
ductors in cables and conduits, by 
himself. Unit will trace up to 10 con- 
ductors or pairs at one time without 
need for buzzers, bells or assistance, 
maker says. Device consists of tester 
and 10 numbered station blocks. 
Completely self-powered and com- 
pact (less than 6-in long). Unit comes 
complete in carrying case with 3 test 
leads and 10 remote station blocks. 
e Pyramid Instrument Corp., Lyn- 
brook, N.Y. 





Lampholder Set 


Suitable for outdoor display light- 
ing purposes 
Unit incorporates lampholder, weath- 
erproof receptacle, box, ground spike 
and extension cord. Unit housing and 
ground spike are cast in one piece of 
solid aluminum. Set comes pre-wired 
with choice of 2 or 3-conductor SJ1 
extension cord. e Bell Electric Co., 
Chicago, Ill. 


Starter-Contactor 


New size 00 motor starters and 
con-actors now available 
Designed for non-reversing, full-volt- 
age starting of % to 2-hp squirrel 
cage motors. Same unit can be used 
on single-phase or three-phase motors 
operating on 110 to 600-v power, and 
25 to 60-cycle frequencies. Units des- 
ignated Bulletin 6013 type CY starter 
and Bulletin 7707 type CY contactor. 
Starters equipped with melting-alloy, 
thermal-overload relays. On _ single 
phase, only one overload required. e 
The Clark Controller Co., Cleveland, 
Ohio. 
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Fuse Block 


Type S fuse block requires no ad- 
apters, maker says 
Type 301P and 301P-S30 stab-in fuse 
bases require no adapters and are non- 
tamperable, according to manufactur- 
er. Designed for use with 15-amp and 
30-amp fuses. Features include safety, 
non-interchangeability, and ease of 
inspection. e Federal Pacific Electric 
Co., Newark, N.J. 


Lamps 


Four high efficiency fluorescent 
units added to line 


Two new slimline units, 48-in and 72- 
in, are available for commercial and 
industrial applications. Also introduced 
is 5-ft, 90-w T17 size industrial fluores- 
cent type, and 40-w T17 instant start 
lamp designed for school lighting. New 
lamps are said to produce 15% more 
light than cool white lamps, and 36% 
more than daylight type lamps. e 
Lamp Division, Westinghouse Electric 
Corp., Bloomfield, N.J. 


Mall Lights 


Suitable for gardens, plazas and 
malls 


Called Mall-Lites, units feature con- 
temporary styling and are designed 
to give restful atmosphere. Available 
in Corona and Moonbeam models. 
Both are of rigid steel construction; 
both are conical in shape with vitreous 
fired porcelain enamel finish. Corona 
model has 34-in diameter reflector, 
accommodating three PAR-38 medium 
base lamps available in 3-ft and 6-ft 
heights. Moonbeam model uses one 
R-40 mogul base lamp. Available in 
8-ft height only. e Revere Electric 
Co., Chicago, Ill. 


Humidity Control 


Unit controls humidity automati- 
cally and is highly sensitive 
Designated type HC-842, device is de- 
signed to control humidity in con- 
junction with electric heating equip- 
ment. Control may be used to operate 
an exhaust fan. Operation balances 
humidity to pre-set level of unit. Rated 
125 va for 115/230-v ac and 45 va 
for 115-v de. e Edwin L. Wiegand 
Co., Pittsburgh, Pa. 


Safety Switch 


100 amp unit designed for com- 
mercial and industrial uses 
Interlocking indicating cover can be 
opened only when switch is in “off” 
position and switch cannot be opened 
when cover is open. Supplied with 
NEMA 1 (general duty) enclosure. 
Available with 2, 3, or 4 poles. Volt- 
age ratings of 240, 480 and 600 v ac, 
and 250-v dc. e The Arrow-Hart & 
Hegeman Co., Hartford, Conn. 


Cable Puller 


Lightweight unit weighs only 29 
Ibs 


Only 30 lbs of handle pressure re- 
quired to pull 1500 Ibs, according to 
manufacturer. Puller features 2-speed 
operation with 3 to 1 and 9 to 1 
ratios. Unit fits all outlet boxes and is 
equipped with 200 ft of aircraft steel 
cable. ¢ Greenlee Tool Co., Rockford, 
Ill. 


Breakers 


Two full-size breakers are available 
in single unit 
New type QO tandem circuit breaker 
combines 2 full-size breakers in single 
unit. Unit features ambient tempera- 
ture compensation, trip indication and 
full-size handles. Magnetic element 
opens on first flash, and thermal 
element holds on overloads. ¢ Square 
D Co., Detroit, Mich. 
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KOOL KOIL case temperatures are guaranteed not 

to exceed 90°C operating in a 55°C heat box 
. a heat box with temperatures 15°C over 

standard CBM and U/L testing procedures. 


KOOL KOIL ballasts are guaranteed not to over- 
heat capacitor insulating oil beyond manufac- 
turer’s warranty limits. 


KOOL KOIL ballasts will give up to 15% more 
light output, operate 15 to 20 degrees cooler and 
increase ballast life 3% to 4 times. 


“The Heart of the Lighting Industry” 


Today’s fixture designs of extremely thin lighting units, 
surface mounted, or recessed in a ceiling cavity require 
cooler operating fluorescent lamp ballasts. Overheating 
of ordinary ballasts can break down the components, 
lower the operating efficiency, and even destroy the 
ballasts completely. 

To meet these conditions ADVANCE engineers devel- 
oped a new ballast design incorporating the use of new 
grades of steel, insulations, wires and compounds... . 
KOOL KOIL fluorescent lamp ballasts . . . . ballasts that 
will maintain temperatures lower than standard test 
requirements, (case temperatures of less than 90°C) 
even when operation in channels of 55°C ambient tem- 
perature is encountered. KOOL KOIL performance pro- 
tects components against breakdown, provides 15% 
more light output and increases ballast life 3% to 4 
times over ordinary ballasts. Write for complete details. 





Mtg. in Canada by: Advance Transformer Co., Ltd. $780 Pare St., Montreal, Quebec 
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Diffuser 


New 2-ft x 4-ft louver diffuser in- 
troduced 


Diffuser ¥g -in 


optimum 


has cubes. Plastic cu- 

with 45-deg x 45 
deg shielding, produce light diffusion 
for illumination in fixtures or overall 
Cubes feature tapered vanes 
for extra strength and rigidity. e 
Edwin F. Guth Co., St. Louis, Mo. 


bicles, 


ceilings. 


Insulators 


High voltage suspension type with 
aluminum cap and pin 


Weight and 
tance qualities are new user benefits, 
manufacturer. Light 
weight makes insulators two Ibs light- 
er than ordinary suspensions—as much 
as 64 Ibs fewer on a 230-kv 16 double 
string deadend, maker says. Reduced 
weight simplifies handling, transport 


Savings corrosion resis 


according to 


ing and changing string of insulators 
e A. B. Chance Co., Centralia, Mo. 


Electron Tubes 


Said to count up to 100,000 units 
per second 
record 


Called decade counters, tubes 


count on ten glowing 


within 


and indicate 


cathodes in luminescent dials 


With 


placed on 


tubes numbered _ faceplates, 


series-connected decade 
total read visually 
in units, tens, hundreds, ete. CK6909 
and ( K6910 decade counters operate 
up to 100 ke and CK6802 and 
CK6476 operate up to 4 ke. Tubes 
are cold cathode, bi-directional, ring 


counters, can be 


stepping devices featuring low dissipa 
tion and short resolution time. e In- 
dustrial Components Div., Raytheon 
Co., Newton, Mass. 
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Luminaire 


Street lighting luminaire has built- 
in ballast parts 
New mercury street lighting luminaire 
available with built-in constant-wattage 
or high-power-factor reactor ballasts. 
Called Unitized Urbanoval, new 2500 
series designed to provide uniform, 
low-level lighting for residential areas 
or secondary streets, using 100, 175, 
mercury lamps. Available 
with or without locking type recep- 
tacle. @ Revere Electric Mfg. Co., 
Chicago, Il. 


or 250-w 


Baseboards 


Electric heat units available in both 
low and high density 


Heat exchanger inside unit provides 
greater metal-to-air ratios, providing 
more efficient heat transfer at lower 
surface temperatures. Ratio of warm 
air delivery to radiant heat is 9 to 1. 
Each has thermal cut-out s 
switch to prevent accidental overheat- 
ing @® Hunter Div., Robbins & 
Myers, Inc., Memphis, Tenn. 


section 


Diffuser 


Functional and decorative require- 
ments in single unit 


Vacuum-formed from _ thermoplastic 
rigid vinyl sheeting. Standard 2-ft x 
2-ft panels permit simple installation 
with a T-bar grid suspension system 
and removal for maintenance 
Honeycomb surface pattern provides 
uniform light transmission with higher 
coefficient of utilization than other 
similar types. Available with or with- 
out aluminum T-bar grid systems. e 
Hexcel Products Inc., Berkeley, Calif. 


easy 


Spet Heaters 


Infrared overhead type for residen- 
tial and commercial use 


Designated No. VOH, heaters feature 
tubular element 
glass, frosted inside and out. Designed 
so. infrared 
trated and 
Available in 
models, for 


constructed of silica 
emissions are 
directed to a local area. 
1,000 through 3,000-w 
120, 208, 240, and 277-v 
operation. e Berko Electric Mfg. 
Corp., Queens Village, N.Y. 


concen- 


Eyeball Fixture 


Eyeball rotates 358-deg and has 
42-deg vertical adjustment 


Fixture is recessed, 75-w, R30 louver- 
ed eyeball unit. H7 pre-wired or H147 
unwired housing may be used with 
louvered eyeball. Trim finishes avail- 
able: satin chrome, satin brass, satin 
copper and eggshell paint. e Halo 
Lighting Products, Inc., Chicago, II. 


Connector 


Unit is one-piece reusable pressure 
connector 


Bucap part is made of nylon plastic 
with high resiliancy. Bucapper is tool 
part which is suitable for cutting 
twisting, striping and crimping, with- 
out the need of any other tool, maker 
says. Nest in jaws of Bucapper will 
reopen Bucap for re-use when change 
of wire circuit is required. Bucap is 
approved for 600-v building wire ot 
1,000-v fixture wire and can be 
in applications up to 105 deg C. e 
Paragon Electrical Mfg., Co., Bethes- 
da, Md. 


used 


Fuse 


Rated long time delay, low watt 
loss type 


Unit has high interrupting 
ac, long time delay, low 
Said to run up to 38% 

has up to seven times delay of ordi 
nary fuses. Fuse has_ silver-plated 
contacts. e The Chase-Shawmut Co., 
Newburyport, Mass. 


Capacil 
loss 


watt 


cooler, and 


Treadle Switches 
Available in 


styled enclosures 


compact designer- 


Both type A standard duty and type 
C heavy duty foot switches designed 
for ac and dec pilot circuit control 
Contact mechanism is long lived unit 
switch, single pole, double throw, twin 
break, silver contacts and is enclosed 
in moulded phenolic block. Standard 
duty switch is 2-position, spring return 
and front treadle operated. e Cutler- 
Hammer, Milwaukee, Wis. 
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WHEN YOU STOCK 


YOU HAVE THE 


BEST RECESSED LINE w tne manner roonv... 


A type and style to fill EVERY 
%, Commercial and residential lighting need 


Here are other outstanding fixtures in this complete recessed line. 


——— =a 
= ee 


4. Rectangular 
Flat Alba-Lite 


Fz =, 
\ 4 


Pe \ / 
) ee 
6. Square Drop Opal 


7. Round 
F *. 
\ 


Adjustable Unit 


1. Luminous Hand Blown 
Opal Glass 


2. Fresnel Lens 


t_ 2? 


- 


8. Round Recessed 


NL 
7 


3. Round ‘‘Drop Opai"’ 
’ , 
~~ 


§. Downlight with 
Pin-Point Aperture 


HOMAS 


1 INDUSTRIES INC. 


MOE LIGHT DIVISION, 207 E. Broadway, Louisville 2, Kentucky 
The World's Largest Single Source of Lighting for Home, Industry and Commerce 
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DESIGN-ENGINEERED to be 
SUPERIOR 3-WAYS 


1. FRAME WITHIN A FRAME— 
NO LIGHT LEAK 
Trim interlocks with reflector, 
eliminates light leak. Outer trim 
need never be removed. 





PUSH-LATCH 

Push-latch releases glass easily. 
No tools needed for cleaning or 
re-lamping. 





FULL REFLECTOR 

Full-size, one-piece interlocking 
aluminum reflector with Polspec 
finish (300 watts has Alzak finish). 
Drawn seamless trim, modern narrow 
design to blend with contemporary 
interiors. 


MOE LIGHT recessed lighting is best because 
it is design-engineered with more outstanding 
features than any other line. It’s best also be- 
cause it’s the finest-styled and most complete 
line available today. You can be confident with 
the MOE Light recessed line .. . fill all your 


residential and commercial needs from one 


great single lighting source. Offer your con- 
. let these 
fast selling fixtures put you in the profit line. 


tractors this fast-to-install line . . 


. NEW TECHNICAL CATALOG 


Here’s a brand new catalog that can be your 
greatest selling tool on this, the world’s most 
complete recessed line. Specifications, coeffi- 
cient and candle power tables, section and 
plan views, trim details. All the data con- 
tractors and specifiers need for any type of 
See your MOE Light 


recessed installation 


representative today 





AUTOMATIC HEATING 


DESPITE POWER FAILURE 


Cc 
4 


7-Day Time Switch with 
20 Hour RESERVE POWER! 


\Veehity, 
nati ths 


i\ 
Rie 





odel 78001-L 


Ideal Control for Heating, Air Conditioning, 


ws 


SS 
X a, 


Ventilating, and Lighting 
in Schools, Public Buildings 
and Offices. 


heck These Exclusive TORK Features: 


Should power fail precision spring mechanism takes over 
instantly .. . keeps on time for 20 hours! 

When power resumes electrically wound spring rewinds 10 
times faster than used. 

Up to 12 operations a day with 2 hour minimum settings. 
Dial revolves once a week permitting longer or shorter peri- 
ods of operation for each individual day, as well as skipping 
selected days. 

Choice of easy-to-set tab-type tripper dial . . . OR conven- 
tional ON-OFF dial! 

Available with Single Pole Single Throw, Double Pole Single 
Throw, Single Pole Double Throw, and Double Pole Double 
Throw switching. 

Highest capacity of any 7-Day Time Switch . . . up to 55 
Amperes per pole. 

Compact, rugged design...same size as 24 hour models! 
Available without case, with bracket . . . or with Flush En- 
closure, for panel meunting! 


Here is the safest, most dependable Time Switch made . . . designed 


to 


meet the highest quality standards of Consulting Engineers and 


Architects. insures comfort no danger of Time Switch failing to 
operate when needed due to power failure. Economical too! No 


ne 


——— > Fe i< 


In 


ed for service screws to reset Time Switch after power failure. 


Complete TORK catalog yours for the asking 


Canada: DOMINION ELECTRIC MANUFACTURING CO., LTD., TORONTO 


Most Complete Line of Time Switches for Heating, Ventilating, Air Con- 
ditioning, Refrigeration, Water Softening, Sewage Disposal, Pumping, and 
General Electrical Applications. 





TIME CONTROLS, Inc. 
MOUNT VERNON, NEW YORK 


Fixture 


Reflector type consists of two sep- 
arable elements 


Reflector fixture has die cast alumi- 
num hood and reflector-socket as- 
sembly which is removable as single 
unit for cleaning and lamp changing 
at floor level. Two-piece disconnect 
socket is shock absorbing and self- 
centering. Live contacts are protected 
by barriers that prevent accidental 
short circuiting when attaching reflec- 
tor unit. e Steber Div., The Pyle- 
National Co., Chicago, Ill. 


Multi-metering Devices 


New design called E-Z stack allows 
stacking freedom 


New concept in multi-metering de- 
vices, said to permit unprecedented 
freedom of arrangement and ease of 
installation. Basic meter-breaker de- 
vices can be stacked one on top of the 
other. All devices are bracket suspend- 
ed and designed for precise integra- 
tion into whatever combination re- 
quired. Wall brackets support each 
unit, in its proper place, while per- 
manently securing and inter-connect- 
ing entire installation. e Square D 
Co., Lexington, Ky. 


Conversion Kits 


Thirty color-coded kits designed 
for relays 


With kits and chart, standard types 
of relays in manufacturer’s line can 
be modified to meet switching-circuit 
control requirements. Each kit pack- 
aged in box in one of 10 different 
colors. Four colors (red, blue, yellow, 
or green) are for relay pole kits. 
Total of 24 different pole kits avail- 
able. Latch mechanism kit is in orange 
box, and brown is horizontal mechani- 
cal interlock kit box. Kits for modify- 
ing time-delay relays are in purple, 
pink, tan, or gray boxes. ¢ The Clark 
Controller Co., Cleveland, Ohio. 
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for PEAK 
PERFORMABILITY i 
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COPPER FREE-CAST ALUMINUM 


& COVERS 


signs 
Featuring --- Crs? How Concept 


SNAP-ACTION SPRING COVERS .. . OPEN WIDER 
STAY OPEN . . . SNAP SHUT 

STAINLESS STEEL CONCEALED SPRINGS 
STAINLESS STEEL HINGE PINS 

NON-FERROUS MOUNTING SCREWS 

NEOPRENE GASKETS . . . PRECISION SEALING 


INDIVIDUAL HINGED 
DOORS .. . for Duplex 
Receptacles 

and Switch 
Combinations. 


WEATHERPROOF COVER PLATES 


for use with “‘FS’’ Boxes 


RED @ DOT cover plates are made of ultra-hi 

es cast, copper-free aluminum, certified to 
e within specified tolerances as recognized by 
Underwriters Laboratories for aluminum con- 
duits. Each cover is individually packaged, with 

Gasket and Mounting Screws, in new eye catch- 

ing boxes designed for 

easy identification. Style 

numbers and quantities 

are — in large easily 

legible type. 





CHASE TAPES 


Call the friendly 
Counterman at your 
nearby Electrical Dis- 
tributor for prompt, 
dependable service on 
every Chase Tape 


order! 


Tore rerere 


answer every roll call! 


Chase Friction Tape here! Chase Neoprene Splicing Tape 


Chase Rubber Insulating Tape here! Chase Ozone-Resistant Splicing Tape 


Chase Plastic Electrical Tape here! Chase Semi-Conducting Splicing Tape 


ORDER FROM 


David Role Co. 
14 Dietz Road 
Hyde Park, Mass 


Berry-Rochi, Inc 
29-28 41st Avenue 
Long Island City, N. Y 


Thomas P. Harris, Jr. 
6037 Bonneau Road 
Richmond 27, Va 


John S. McWhorter, Inc 
49 N. E. 22nd 
Miami 37, Florida 


Jack L. Grady Co 
105 E. Gregory Blvd. 
Kansas City, Missouri 


For Corrosion Control of buried pipe, conduit, or cable 


A. W. Schmitz Co 

618 Case Bidg 

82 St. Paul Street 
Rochester 4, New York 


M. J. Pelletier Co 
1015 Third Street, N 
Minneapolis 1, Minn 


Myers-Aubrey Co 
1624 So. Harvard 
Tulsa 16, Okla 


H. C. Torrey Associates 
1429 No. First St 
Phoenix, Arizona 


Precision Insulation Co., Inc. 
2931 Holmes Road 
Houston 21, Texas 


Precision Insulation Co., Inc 
502 Westchester 
Corpus Christi, Texas 


J. F. Postel! Co 
17 Dartmouth Road 
Cranfield, N. J 


Magna Products, Inc. 
11808 So. Bloomfield Ave. 
Sante Fe Springs, Calif. 


Magna Products, Inc. 
680 7th Street 
Oakland, Calif. 


Gerald D. Harnett 
621 Beaver Drive 
Blue Bell, Pa 


A. J. Noce & Assoc. Inc. 
2 Old Clairton Road 
Pittsburgh 36, Pennsylvania 


Arnold J. Young 
15900 Hamilton Ave. 
Highland Park 3, Michigan 


N. Hunt Moore & Associates 
3373 Poplar Ave. 
Memphis, Tenn. 


CHASE & SONS, INC. OFFICES 


Earl L. Jolly 

Chase & Sons, Inc 
24 California St. 
San Francisco, Calif. 


Douglas E. Rood 

Chase & Sons, Inc. 
6666 Gulf Freeway 
Houston 17, Texas 


CHASE & SONS INC. 


26 SPRUCE STREET, NORTH QUINCY, MASS. 


specify Chase CORR-PREV Protective Tape Coatings, CORR-PREV Division 
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Phelps Dodge 
Habirite-Habirprene 
Cable with 

Wire Shield! 


Phelps Dodge pioneered the use of a wire shield as a standard item 
in power cable construction. From this background and experience, 
Phelps Dodge developed its outstanding Habirite-Habirprene high 
voltage cable with a wire shield. This cable offers a number of ad- 
vantages over ordinary “RR” cable with tape shield including: 





1 Greater flexibility; minimum bending radius in most cases is less than 
"half the bending radius of tape-shielded cable, making installation 
easier in confined areas. 


2 Rugged wire shield can be braided or bunched for use as a ground 
"lead at splices and terminations. Intermediate steps in making ground 
connections are eliminated, saving time and effort. 
‘ Dependable wire shield continuity provides protection against hidden 
shield rupture which can occur during installation or in service. 
4. Overall wire shield resistance is constant without the variations found 
in tape-shielded cable. 
Habirite-Habirprene cable with a wire shield assures you the ut- 
most in safety, durability and handling ease. 


SALES OFFICES: Atlant 


Kansas ty, M l 
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What's new in faster service? 


Now Cutler-Hammer can help you 
make prompt deliveries on orders 


too big for your normal stocks 


Service is just hours away [from one 
of our 17 fully-stocked warehouses because 
a new automatic replenishment program 
keeps shelves full. A new stock checking 
program keeps our warehouses from run- 
ning out of stock. This means better service 
to your stocks, quicker back-up in emer- 
gencies, better service to your customers. 


Cutlier-Hammer warehouses have 
an electronic brain. As stock is shipped 
from a warehouse, the information is sent 
to Milwaukee. Daily, this information is fed 
into an electronic computer. Every week the 
computer tells what each warehouse needs 
and it’s shipped. 

This amazing machine makes monthly 
adjustments of stock levels in every ware- 
house. It compensates for seasonal changes. 
Takes care of special situations. 


WHAT'S NEW? ASK... 


So now, when a customer wants a stock 
item you're temporarily out of, you know 
you can have it in hours, because you know 
your Cutler-Hammer warehouse will have it. 


What's new in faster service? Auto- 
matic warehouse replenishment is just one 
of the many new services coming your way. 
We're planning ahead—with new, better 
products to give you the competitive edge 
with more sales engineers to help you when 
you need it. And, now, most modifications 
of stock items to fit your specifications take 
just a few days. 

It’d be worth your while to find out about 
the new Cutler-Hammer from the repre- 
sentative that calls on you regularly. When 
he comes in ask him, ‘“‘What’s new?” He'll 
be glad to tell you all about it. Or, call the 
Cutler-Hammer sales office nearest you. 


CUTLER-HAMMER 


Cutler-Hammer inc., Milwaukee, Wisconsin + Division: Airborne Instruments Laboratory « Subsidiary: Cutler- 
Hammer international, C. A.* Associates: Canadian Cutler-Hammer, Ltd.; Cutler-Hammer Mexicana, S. A. 
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WEAVER 


... than any other 
water-pipe clamp 


YOU GET MORE SALES... 
BIGGER PROFITS 

Only three types to stock to cover every grounding 
job. Sizes for %4” through 4” copper or galvan- 
ized pipe... meet all contractor and utility spec- 
ifications. WEAVER is a complete quality line that’s 


easy to sell. 


< A. WEAVER 


Lomoarn _— 


4 / 


HERE’S WHY: 


When your customers compare Weaver Bronze Clamps 
with others, they find Weaver Clamps are bigger, 
heavier and more rugged. Extra metal at pressure 
points gives maximum strength and increases conduct- 
ivity. All-Bronze construction with heavily cadmium 
plated screws prevents rust and corrosion... assures 
permanent grounding. The swinging top cuts install- 


ation time and increases contractor's earnings. 


Advertised in leading electrical publications and 
direct mail to your customers and prospects. 


2110 Howard Street * St. Lovis6,Mo. * GArfield 1-6336 
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TE ENGINEERS DESIGNED 
UNI-PAK LOADCENTERS FOR 
FAST, EASY INSTALLATION! 


W Box, interior and trim 
are packaged separately 
for complete flexibility! 


The basic idea behind the I-T-E 
Uni-Pak Loadcenter is separate 
packaging! It eliminates the ne- 
cessity of tying up working capi- 
tal in panels for long periods of 
time ... allows the contractor to 
buy the box, interior, and trim 
separately ... and to install each 
of the units separately, or all at 
once, as he desires. 

The concept offers contractors 
maximum flexibility and panel- 
board type construction. The 
same box will hold a wide variety 
of fusible or circuit breaker 
Loadcenter interiors. Example: 
the 24-inch box will take more 
than ‘50 different interiors. 


Time studies PROVE Uni-Pak Loadcen- 
ters go in faster! If you have had an 
opportunity to time the installation of 
an ordinary loadcenter and the installa- 
tion of an I-T-E Uni-Pak Loadcenter, you 
know the Uni-Pak goes in much faster! 
You can buy your Uni-Pak box, rough-it- 
in and add the interior and trim as the 
job progresses. 


The HEART of HOUSEPOWER Nerve-Center of 


All Uni-Pak Loadcenter boxes have a 
Standard 144%” width and fit snugly 
between 16” stud centers. Quarter-inch 
knockouts on each side of the box al- 
low fast, easy mounting. Installation is 
a one man job. There's no trouble. The 
job is done in seconds! 


2 
+/ 





There’s no need to build-up the stud 
side with scrap lumber when you put in 


a Uni-Pak. The 1444” Uni-Pak box nes- 
tles tightly between stud centers. Nails 
or screws hold it solid 

Once the box is in place, you simply 
hang the interior much the same way 
you hang a picture. Since many different 
fusible or circuit breaker type interiors 
fit into the same box, you can select a 
Single main disconnect, a split bus, a 
main lugs only Loadcenter, or any one 
of the special application devices. You 
have complete flexibility. 
_No “plastered plugs!” Result? No 
time lost . . . no Gamaged interiors! 


Separate packaging protects your in- 
vestment. The simplicity and versatility 
of the Uni-Pak design has made it one 
of America’s foremost Loadcenters! 


“3r-y 


' 
' 
' 
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' 
‘ 
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' 
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THIS! NOT THIS! 


Adding trim is a cinch! There is no 
need to fit the trim around fuse blocks 
or circuit breakers, or adjust for irreg- 
ularities in the walls. 1-T-E Uni-Pak 
Loadcenters have a standard 4” depth, 
fit perfectly into dry wall construction. 


The Uni-Pak Loadcenter has the only 
true, flush trim and can easily be built 
flush to the wall. When “painted in,” 
the |-T-E Uni-Pak Loadcenter is almost 
invisible. 


Write for Bulletin B-62 today! For com- 
plete information, write |-T-E Circuit 
Breaker Company, Walker Division, 125 
Bennett Street, N.W., Atlanta 9, Georgia. 
Ask for Bulletin B-62. 


the Medallion Home 


l-T-E CIRCUIT BREAKER COMPANY 


WALKER DIVISION 
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The same engineer- 

ing know-how that goes 

into the manufacture of 
world-famous Rocker-Glo 

switches, makes Turnlok wir- 

ing devices supreme in their field, 

too. On heavy duty devices or resi- 
dential, the P¢S mark is your guar- 
antee of the best your money can buy. 





For free information 
about Turnlok and 
Rocker-Glo 


write Dept. EW 261 (aul 

















PASS & SEYMOUR, INC. 
SYRACUSE 9, NEW YORK 


60 E. 42nd St., New York 17, N.Y. 1440 .N. Pulaski Rd., Chicago 51, Ill. In Canada: Renfrew Electric Co., Ltd., Toronto, Ontario 
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Installing 
Electric Heat? 


CHEUK —_ | 3B < FORCED AIR 


hese built-in values first! 


UNIQUE EFFICIENT 
AIR-FLOW PATTERN 


Powerful, quiet fan draws air in 
through bottom louvers, forces it up 
over heating elements, then out 
through top louvers which directs the 
air downward providing uniform 
room-heat distribution. 


= 


\ 
A\ 














REMOVABLE 
GRILLES 


Both top and bottom grilles snap 
easily in and out for quick access to 
operating areas. Enables unit to 
be installed simply and cleaned 
periodically. 


se 

















REVOLUTIONARY 
HELICAL FINS 


The helical fin tubular heating 
element assures maximum heating 
efficiency. This type of element is 
especially designed for long life and 
trouble-free operation. 


HEATERS & 


ani 


Fasco forced air heaters are styled to 
please and designed to perform longer 
and better...just the right space- 
saving units to provide heat wherever 
it’s needed—recreation room, hall, liv- 
ing room, garage, or anywhere in the 
house. Built for the comfort of modern 
living, these thermostatically-controlled 
heaters are designed around true heat- 
ing efficiency, giving a flow of even heat. 
These rugged, well-built heaters add 
to a room’s appearance, give years of 
trouble-free customer satisfaction . . . 
eliminating costly call-backs for service 
or adjustment. They are compact, sim- 
ple to wire-in, and fit between standard- 
spaced studs. Four convenient sizes 
to match room requirements... 1500, 
2000, 3000 and 4000 watts (all 
240 volts). 


FASCO INDUSTRIES, INC. 
{ Rochester 2, N. Y. 


sco 


‘‘Setting the Pace in Electric Heat’’ 





SIMPLICITY ITSELF... 
A COPE CABLE 
SUPPORTING SYSTEM 


Begin with easily installed system supports . . . wall- 
mounted or suspended from the ceiling. Secure 
complete lengths of easy-to-handle expanded metal 
Cope Wireway—hot dip galvanized or aluminum— 
to rugged supporting racks. Connect additional 
lengths of Cope Wireway in minutes with the patent- 
ed pin-type coupler. (Two steel pins and a coupler 
plate are all it takes!) Change direction, elevation, 
width—or what you will—with a complete line of 
fittings and accessories to fit every layout. 


SOLD THROUGH AUTHORIZED WHOLESALERS 
Ada like this make 
COPE PRODUCTS 
eabien to sell, too 


Li 


- 
"eeeeaed sy 
SEP) | 


,eeeée 


DIVISION ROME CABLE CORPORATION / cottegevitte, Pa. 


Dept. ! 


ATED LINE OF CABLE SUPPORTING SYSTEMS 
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is appearing in leading electrical publications to 
help distributors sell more Blackburn products. 


ENGINEERED 
INTO 
BLACKBURN 
CONNECTORS... 


Sete UBABDILI'I' x ! 


The big difference in Blackburn connectors starts with the way 
they are made. The basic material is high strength duronze, a 
silicon bronze alloy stronger than many structural steels. 

High percentage of threads, both bolt and nut, plus proper selection 
of materials, reduces friction, increases thread efficiency and 


clamping force—-clamping force is maintained on the conductors. 


) 


Blackburn’s strict inspection assures uniform high quality. 


alll 


Blackburn connectors give better performance electrically. The 
greater thread efficiency provides a high clamping force that helps 
break through oxides on the conductor and improves conduc- 


tivity. This high initial conductivity is maintained permanently. 


Because of the better materials, precision workmanship and careful 
inspection, Blackburn connectors are reusable... over and over. 


Write for samples. 


1525 Woodson Road St. Louis 14, Mo. 
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Stab-lok ® Load Centers 




















Power Panels 





Metal-Clad HV Switchgear Unit Substations Distribution and Power Transformers 


There are 9,987 listed products in 
73% 


are the industry’s most advanced 


The new FPE Redi-Reference Catalog belongs on your desk if you are an architect or consulting engineer, designer or 
builder, contractor, distributor, plant engineer or purchasing agent. Within its pages you will find a complete line of 
electrical products ranging from the smallest home fuse to the largest power circuit breaker. Outstanding examples: the 
revolutionary Rotary Handle circuit breakers, setting new standards of safety and convenience; compact and easily- 
operated “A-Plus” safety switches; Dual Element fuses with 100,000 amperes interrupting capacity; the industry’s only 



































Power Disconnect Switches Oil Circuit Breakers Power Capacitors, and other electronic components 


the new FPE Redi-Reference 


27% 


are just the industry's finest! 


fully-modular plug-in lines for circuit breaker and fusible load centers, with advanced Non- 
Interchangeability systems. If you have a stake in selecting the best in electrical control, 
distribution and power equipment for homes, commercial or institutional buildings, for 
industrial plants or utility systems, you will find the Federal Pacific Redi-Reference invalu- 
able. We welcome your inquiry. Federal Pacific Electric Co., 50 Paris St., Newark 1, N. J. 


FEDERAL FAG IF TS freeware! < COMPANY 
FRE 


growth through creative energy 





That's a request, not an order. It’s a request, although 
a silent one, every contractor makes of you when he 
gives you an order (the kind you like) for split bolt or 
service entrance connectors. He needs connectors that 
will “hold it,” and hold it tight. Porcelain Products 
connectors will do just this, without failure. 


And Porcelain Products has at least 125 other electrical 
supply items that wholesalers like to handle for several 
reasons. First, they are top quality products designed 
to do a good job wherever they are used. They satisfy 
the requirements of contractors and, in turn, maintain 
the good reputations of the wholesalers who stock and 
sell them. Second, Porcelain Products offers a complete 
line, from which you can profit by consolidating rather 


than scattering purchases with all the attendant savings 
in freight, paper and detail work. Third, Porcelain 
Products Co. has been supplying the electrical industry 
since 1894 and takes pride not only in its present line 
of quality products, but in the new products developed 
from time to time through research and engineering 


programs. 


You can be sure you are supplying your customers with 
the best as well as the latest when you handle the 
Porcelain Products line. For more complete information, 


write today. 


PORCELAIN PRODUCTS CO., Carey, Ohio 
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ANOTHER 
CAROL , i 


"'Flush-Fit” 


FIRST! le 


RANGE and 
RYER CORDS ‘ 


Featuring ‘‘Flush-Fit'’ Molded-on Plug 


NEW COMPACT DESIGN! Special Carol molded-on plug 
only one-half the size and weight of ordinary types. . 
fits flush against receptacle. 

NEW FLAT CORD! Parallel conductors . . . more flex- 
ible, easier to install than ordinary cords. Attractive, 
modern gray color. 


NEW ADJUSTABLE STRAIN RELIEF! Fastens cable securely 
to outlet box. 2-way locking design. 


NEW EXCLUSIVE PACKAGING! “See-Thru” vinyl bags re- 
place-ordinary sleeve-packaging ...cleaner, easier to 
stock . . . make eye-catching merchandising display. 


Cords also available in sturdy, reshipper cartons. All 
specifications— part number, gauges, ratings, length—on 
both types of package. Gauges also stamped on termi- 
nals for clear identification after unpacking. 


Available in full range of sizes and ratings. 
Order now...and SEE the difference in sales! 














When you call 
for cable, 
ge 





——e E COMPANY 


t Company, Inc., Pawtucket, Rhode island 
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WHEREVER 
ELECTRICITY 


@ee oc 
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%,, Me 


COLOR-KEYED® 
Connectors 

















interlocked 


Insulated Throat Armored Cable 
Conduit Fittings Fittings 


Sa 
REDDY™ Tap T&B METHOD i 


REDDY™ Lug Distribution Connectors 


= 
T&B-KENT 
Strip Terminals and 


Watertight P 
Floor Boxes a yi Attaching Machines 


For every electrical need—The Thomas & Betts Company offers a complete 
selection of connecting devices, terminals and fittings, designed for top 
performance at lowest installed cost. Illustrated are just a few of the 

many T&B-Engineered products that have proven themselves 

outstanding in the field. Wherever electricity goes . . . whatever the 
conductor . . . you’re certain of complete reliability when you 
specify—and use—T&B Products. For further information, write to 

The Thomas & Betts Co., Inc. Elizabeth, New Jersey. (In Canada, 

Thomas & Betts, Ltd., Montreal, Quebec, Canada.) 


TzB | THOMAS & BETTS 


ENGINEERED 


SOLD COAST TO COAST EXCLUSIVELY BY YOUR T&B DISTRIBUTOR 
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ROYAL “POWR-KORD” 


Heavy Duty Extensions are a cinch to sell. They’re available in one 


quality (the very best) . . . two types (rubber and vinyl) . . . three 
colors (black, red, yellow) . . . four wire sizes (12, 14, 16, 18) .. . and 
over five handy cord lengths (10 to 100 ft.). Satisfy every customer 
with the complete line of Royal “POWR-KORDS.” Want complete 
facts? See your Royal representative. 
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an associate of 


ROYAL ELECTRIC CORPORATION 
PAWTUCKET, RHODE ISLAND 


In Canada 
Royal Electric Company (Quebec) Ltd., Pointe Claire, Quebec 
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New from Johns-Manville 





% IN. WIDE 
66 FT. LONG 


PL 


ELECTRICAL TA 


PXER: 


1. “Tape-and-tear” in single action! 2. Special “grip-strip” for faster starting! 8. Permanently shielded cutter! 4. Full 
66’ of finest plastic tape made! 5. Preloaded . . . ready to go! 6. No moving parts to snag hands, clothes! 7. Protects tape 
against dirt, grease! 8. Big center hole for easy handling! 9. Can’t dull or clog! 10. SAME PRICE AS BEFORE! 


It’s here! 

The new, unbeatable 
sales combination 
in plastic tape! 


Famed Johns-Manville Dutch Brand 
Plastic Electrical Tape... PLUS a 
brand-new tape dispenser with all 
ten of the features shown above! It’s 
agreat, new sales combination backed 
by hard-hitting advertising and pub- 
licity to electrical contractors every- 
where. The result—more tape sales 
and more customers for every J-M 
Dutch Brand® Distributor! 

What’s more, J-M gives its dis- 
tributors many other important sales 
advantages, including: 

















A. Here’s how it works: Wrap splice as usual. 


> = & om er ow 





c. Pull... tape tears straight without stretching. 


e OPPORTUNITY to take full advan- 
tage of quantity discounts because 
J-M, and J-M alone, makes every 
major type of electrical tape. 

e OPPORTUNITY to sell all potential 
customers in their territory because 


J-M has no “restricted” lines of tape. 
e OPPORTUNITY to promote prod- 
ucts made by one of the world’s best- 
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known, most-respected manufactur- 
ers of industrial products. 

Get the full story on all the sales 
advantages offered J-M Distribu- 
tors! Write or wire E. H. Wells, 
vice-president, Dutch Brand Divi- 
sion, Johns-Manville, Box 14, New 
York 16. In Canada: Port Credit, 
Ont. Cable: Johnmanvil. 


JOHNS-MANVILLE 3% 





B. Puncture tape. 


—_— 


Bs 
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D. New end stands up... ready for next splice. 


OTHER FINE ELECTRICAL 
TAPES FROM J-M... 


J-M Dutch J-M Dutch J-M Dutch 
Friction Special Rubber 
Tape Purpose Tape 
Tapes 
Remember—Johns- Manville, and 
ONLY Johns-Manville, makes 
every major type of electrical 

and industrial tape! 
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2 Pools 1 Pool 
of Mercury of Mercury 


Switch to 


General Electric Silent 
and smoothly as a 


COMPLETELY SILENT— ONLY ONE MOVING PART! 


The round button in this G-E Silent Mer- 
cury Switch turns without a whisper when 
you flip the handle. And it’s the only mov- 
ing part. 


There’s nothing to snap, click or pop — 
just two pools of mercury flowing together 


or apart, inside the button, for ON and OFF. 


So-called “quiet” type switches with 
mechanical contacts can never equal this 
soft, liquid action — in complete silence — 
in comfortable feel — in freedom from wear 
and breakdown. 
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Silence! 


Mercury Switches operate as silently 
thermometer: last for years and years 


LAST YEARS LONGER THAN SNAP-TYPE OR “QUIET”-TYPE 
SWITCHES G-E Silent Mercury Switches have been turned 
On—OrF, ON—OFF more than 1,000,000 times without failure! 
Lab tests indicate their average life is 500,000 cycles — some 
14 times the required life of ordinary switches. 





Regular (non-lighted) 
switches available 
with brown or ivory 
handles—single-pole, 
double pole, 3-way or 
4-way. Lighted-handle 
switches available 
with ivory handie — 
single pole or 3-way. 
Listed by Under- 
writers’ Laboratories, 
Inc., meet Fed- 
eral and REA speci- 
fications. 











No groping! You can find these switches in the dark. 

For bathrooms, basements, storerooms, halls and other 
often-dark spots, G-E Silent Mercury Switches are available 
with lighted handles. Built-in lamps “locate” these switches; 
also show when circuits are OFF. 


TOP QUALITY — REASONABLE IN COST These silent General 
Electric switches are Specification Grade: can be used to full 
10A-125V T- and 15A-120V AC- ratings for tungsten filament 
and fluorescent lamp loads. They cost little or no more than 
other high-quality switches, usually cost less per year of 
service. 


SWITCH TO SILENCE! Suggest G-E Silent Mer 
cury Switches for homes, motels, stores, offices, 
industry—anywhere complete silence, long life, 
or luxury-smooth action in a switch will be 
appreciated. 

General Electric Company, Wiring Device Dept., 
Providence 7, Rhode Island. 


Progress /s Our Most Important Product 


GENERAL @@ ELECTRIC 
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| EB Door Opener: 
Theres a || (iim 


QOL Opener : SYLVANIA 


“NATURAL” WHITE 


Nn CVEly _ IUORESCENTS 


Great news for any retailer —a full- 


| spectrum fluorescent! “Natural” fluo- 

4 j rescents bring out the rich true colors 

>) in meats, foods, fabrics, make any 
a ~ al 


product more attractive where color 
counts. (It’s due to a new Sylvania 
phosphor blend, delivering the best red 
rendition ever attained in a white 
lamp.) Big ads, dramatic ads pre-sell 
“Natural” fluorescents for you ... open 


the way to hundreds of new prospects! 


Py . =_ 7 
: ans FD ait 
New Natural’ temnp pute etzrte i ates sales at Colorual Stores 


SYLVANIA 


Door Openers to keep doors open with every Sylvania sale! Lower TCL does ————= 
it...and Special Analyzer Kits do it... and only Sylvania backs up every sale with Ould 
this exclusive Certified Performance Policy: “If at any time a Sylvania Fluorescent Lamp Peelormance| 
fails in your opinion to provide better performance than any other brand fluorescent Pbecy ih 
lamps, on the basis of uniformity of performance, uniformity of appearance, maintained "WORESCENT 
brightness and life, it may be returned to the supplier for full refund of purchase price.” = 





Sylvania competes with other brands, not with its own distributors. 


A 








All Sylvania Lighting distributors are independents. They’re growing, and so ST TIVANIA 
are we. Let us show you how much it can pay you to open your door to Sylvania Lighting. L y 
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Door Opener: 


the lamp that delivers 21/2 times 
more light than standard 
fluorescents—of same size. 


SYLVANIA 


VHO 
POWERTUBES 


There are plenty of lighthouses that 
don’t deliver as much light as one 
Sylvania VHO Powertube. With this 
kind of performance, they deserve to be 
big sellers. And they are! VHO (Very 
High Output) Powertubes not only 
deliver twice the light of standard fluo- 
rescents, they’re also light in weight, 
small in size, low in cost! Sylvania packs 
"em with sales features, backs ’em with 
powerful advertising. 


Grow independently with 


SYLVA 


Door Opener: 


the lamp that lowers customers’ 
Total Cost of Lighting. 


SYLVANIA 
STANDARD |. 
FLUORESCENTS 


Have your customers ever really 
analyzed their TCL (Total Cost of 
Lighting) ? TCL means cost of lamps 
plus power plus maintenance. Sylvania 
Standard Fluorescents prove that a 
better lamp (costing less than 10% of 
TCL) lowers Total Cost of Lighting! 
Month after month Sylvania advertises 
this message. When you offer a free 
Lighting Analysis with your TCL 
Analyzer Kit, you’ve really got some- 
thing to talk about! 


New switch Syvane neures Mutual of Omahe 


A 


Subsidiary of GENERAL TELEPHONE & ELECTRONICS ee) 


Lighting Division, Sylvania Electric Products Inc., Dept. 62, 60 Boston St., Salem, Mass. In Canada: Sylvania Electric (Canada) Ltd., Montreal 
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His Planned-Selling System 
Pays Off in Profit Growth 


A well-organized system of selling to industrial custom- 
ers enables Walter Wood of Miller-Knapp to boost his 
gross volume of sales by 10% annually for good profits. 


By Robert S. Bush 

















FRONT of 3”x5” card (at top) shows name, address of com 
pany, particular person to see and nature of account. Reverse 
side lists dates and types of calls, and type of literature left 


WELL-organized system of selling has paid off for 
one distributor’s salesman at Miller-Knapp, Inc., of 
Nixon, N.J. 

In stressing a policy of making business instead of 
merely obtaining what might be available, Walter H 
Wood has been able to increase his gross sales by 10% 
annually. 

“Many service and personality factors are necessary 

in making yearly profits grow,” the salesman says, “but 
unless a system of selling is well organized, neither vol- 
ume nor profit will be available on a constant basis.” 
e Basis of Increase—Each year, Wood takes his gross 
volume of sales as a starting point, and adds 10% to 
this figure. The result is what he estimates his gross 
volume should—and will—be for the following year 

This estimated increased volume is based on several 
factors. First, the salesman attempts to increase the 
volume of sales to individual accounts. This is accom- 


LISTS of surplus items in stock at Miller- 
Knapp are carried by Wood, who passes 
them along to his customers. Here, he 
gives a list of items that will not be re 
ordered by the distributor to electrical 
engineer Harry McFain of Charter Ma 
chine Co., Metuchen, N.J 


DEMONSTRATION in the plant 
of relay is given to customer 
Frank Colvin (left), Panel-Oven 
Engineering, Inc., by salesman 
Walter Wood, Miller-Knapp 





COMPLETE card file is carried at all times by Wood, who 
reviews information regularly. This gives him more oppor 
tunities to do a better selling job for customers 


plished by trying to provide better service to each of 
his approximately 50 industrial customers. 

“Personality can open the door to a potential cus 
tomer,” Wood says. “More is involved, however. A dis 
tributor’s salesman must have a product, and create a 
need for it in the customer’s mind by doing a good job 
for him through service. 

“I continually review the type of products and the 
volume I am selling to all of my customers. I attempt 
to understand their business and needs as much as pos 
sible, and then show them where they could do a better 
job with more or improved electrical items.” 

Next, Wood constantly attempts to decrease his non- 
profit accounts. He believes that good service can be 
provided adequately only for those customers who pur- 
chase regularly and in quantity volume. More profitable 
time can be spent with these customers, and less time 
will be wasted in making time-consuming calls that either 

CONTINUED 








SPECIAL DELIVERY of an order will be made by Wood if 
the need arises. He performs this duty here for Rudolph 
Krasovec, electrical engineer at Frank W. Egan & Co 


His Planned-Selling System (cont.) 





produce little profit and volume sales, or headaches for 
the credit department. 

In addition to boosting potential sales with good cus- 
tomers, Miller-Knapp’s industrial salesman attempts to 
replace non-profit accounts with new customers. Each 
month, he sets aside a few hours to call on prospective 
customers merely to explain to them what he and his firm 
have to offer in the way of products and service. Even 
though these calls do not pay off immediately, Wood 
persists in following-up his calls if he thinks the potential 
customer might make purchases from him eventually. 

e Card System—To maintain a constant record of the 
number of calls and sales to a particular customer, Wood 
keeps a complete file of all pertinent information to 
which he can refer for past data and plan for future sales. 

The file, which the salesman carries with him at all 
times, consists of two parts. On the front of each card 
one for every customer—is listed the name of the com- 
pany, the address and the names of the persons to see 
for orders. In addition, the nature of the firm also is 
listed. 

On the opposite side is listed pertinent information in 
code. Every time a call is made, whether in person or on 
the telephone, the date is listed. If the call is on a 
social basis, an “S” is marked after the date. If a de- 
livery is made, a “D” is placed after the date. Notations 
of orders received also are noted. 

Another column is devoted to product information and 
literature presented to the customer. If a manufacturer’s 
is delivered to the customer, the name of the 
catalog is written on the card. If more than one copy is 
given to the customer, check marks indicate the quantity. 
e An Asset—These card files give Wood a complete 
call-by-call description of all transactions with his cus- 
tomers. More important, they give him an indication of 
the quantity in which they are buying, and give him a 
clearer idea of what type and quantity of products he can 
stress to them in the future. 

“With these cards, I can ascertain whether or not I am 
making too few or too many calls on each customer,” 
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he states. “I can tell at a glance whether or not a cus- 
tomer is profitable enough to retain. As far as keeping 
the file up to date, this is easily done while I am waiting 
to see the account. There is very little effort involved, 
but the rewards are tremendous.” 

e A Service Aid—lInside personnel are a great asset to 
Wood, and he takes advantage of their assistance to pro 
vide better service to the customer. 

At Miller-Knapp, outside salesmen are free to go where 
they please. Normally, each leaves an itinerary at the 
office of his daily calls. In addition, each attempts to 
call the office twice daily to let inside personnel know 
where he can be reached in case of an emergency 

If a customer calls to get in touch with an outside 
salesman concerning a particular problem, the inside per- 
sonnel normally know where to reach him for the in- 
formation. If they are unable to do this, or the customer 
cannot wait for an answer, all inside men are qualified to 
assist the customer immediately. 

“While the outside salesmen deal only with their own 
accounts, the inside personnel deal with all customers 
of the firm at one time or another,” Wood says. “Because 
of this, they not only have learned the business well, but 
have learned the particular needs of each customer. They 
can give answers to questions immediately if the outside 
man is not readily available. 

“In turn, we assist the inside men by making deliveries 
ourselves whenever necessary. Only through organiza- 
tional cooperation can a business be run successfully.” 
e Always Selling 
between Wood and his customer. In addition to carrying 
new products and product literature to show and give his 
accounts, the Miller-Knapp salesman always carries a 
list of the firm’s surplus stock that he can discuss. 

Items on this list are in stock, but will not be replaced 
when the warehouse supply is exhausted. If the customer 
requests it, Wood will leave a list of these products for 
consideration. 

In an attempt to do a better selling job, Wood says that 
the firm backs up its salesmen all the way in maintaining 
a full line of products. This basically results in stock- 
ing selective lines in depth. 

“You have to have products and service in order to 
sell effectively,” the salesman adds. “This is essential in 
doing a selling job rather than merely just taking orders 
When you have selective lines stocked in depth, it is easier 
to know the products better. This, in turn, is necessary 
in order to pass along the information to the customer. 

“More and more, the customer is putting more demand 
on us for answers to his problems regarding products 
and applications. We have to know the answers. And 
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it comes automatically when salesmen handle one good 
line instead of many. By this method of selling, a sales- 
man is able to sell not only what is in demand, but also 
those items that have quality. He knows his products 
better and can demonstrate them and point out their 
features much better. After all, this is what the customer 
wants. He knows little about the items, and must de- 
pend on his supplier to provide the necessary—and 
honest—information.” 

e Profit Factors—As far as profits are concerned, Wood 
is in charge of his own department. All quotations to 
his customers are written by the salesman, after several 
factors are taken into consideration. 

“I’ve lost many orders on price,” he says, “but this is 
better in the long run. When I make a quotation, I weigh 
several factors, such as whether I have the items in stock, 
or whether the factory can supply me the necessary 
materials on time. 

“I consider profit more important than volume. And 
I can’t see that this thinking is far wrong because 80% 
of my customers buy from me every month.” 
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What Can Be Done 
About Small Orders? 


In a recent survey, EW has put an old and vexing 
wholesaler problem on trial, with 49 distributors as the 
jury. The accused: "'small orders.'’ A majority vote of 
40 to 9 ruled that the small order problem will be hard 
to eliminate but can be made less painful by the meas- 
ures some distributors have adopted, which are de- 
tailed on the following pages of this special report. 


NE of the increasing headaches the electrical dis- 


tributor has to face day in and day out is the prob 
lem of the account that charges up small orders 
The cost of processing the paper work for a small trans 
action is the same as for a big one, and this cost is rising 

Using the above as background, ELECTRICAL WHOLE- 
SALING Once again put its network of McGraw-Hill news 
bureaus to work, and in a coast-to-coast survey, explored 
the causes of, and remedies for, this distributor headache 
The following questions were put to 49 distributors: 

1. Do you consider the charging of small orders to be 
a problem? Why? 

2. Have you established a minimum on small orders— 
whether they come from big or small accounts? How 
does this minimum apply? 

3. What other corrective measures have you taken to 
reduce and eliminate the small order problem? 

Of the 49 distributors interviewed, 40 said that the 
small order was definitely a problem. Nine (four of them 
were in Seattle, Wash.) said that small orders were little 
or no problem at all 

Of the 40 distributors who said small orders were a 
problem, 18 said that they have established a minimum 
billing policy applying to all accounts. Some distributors 
are rigid about it, some flexible. The typical minimum is 
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$2. But the big problem in charging minimums, say the 
distributors, is the danger of rousing the wrath of the 
customer. Many distributors say that if the industry lead- 
ers would establish a minimum, they would go along with 
it—but they can’t afford to do it alone 

Other corrective measures taken by the questioned dis- 
tributors to reduce or eliminate the small order problem 
are: cheaper paper for invoicing; blanket orders that pile 
up charges until the end of the month; salesmen don’t 
get commission on orders less than $10; contact the big 
offenders and tell them to pool their small orders; educate 
all personnel to build up the orders to where they would 
make a profit after processing; take only C.O.D. for any- 
thing below a certain price and don’t give them a dis- 
count—*charge ‘em retail”; keep a sharp eye out for new 
office machinery that can cut your order processing costs 
in half—the market is ripe for this sort of thing right now 

These are only some of the major solutions that dis- 
tributors have come up with to combat the irritating and 
costly effects of small orders. But even though there are 
solutions, and “the problem is as great as the way you 
handle it” (says one distributor), the small order has been 
with wholesalers for 50 years, and the distributors sur- 
veyed think that it might be around for a good many 
more years. 


Turn page for distributor comments 
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Distributors Come Up with Modern 


SEATTLE: A Small Problem 


All four distributors interviewed in Seattle, Wash., seem 
to agree that small orders are nothing to get excited 
about. Small orders, say the distributors, “‘are inevitable” 
because they are part of the business. However, three of 
the distributors do have rigid, minimum billing polli- 
cies. Here are some quotes from these wholesalers: 

e “Small orders are part of the business and I don't 
see how they can be avoided. Suppose a good customer 
orders 1,000 ft of wire one day and then has to call back 
the next for a coil he forgot. Is it good public relations to 
penalize a customer for his forgetfulness? 

“We do have a $5 minimum on small orders, but it’s 
applied elastically. For the $100 a month customer, it’s 
C.O.D. on a small order. If the customer concerned buys 
$200-$300 a month, however, the $5 limit is ignored. I 
do my best to upgrade an order, but some small orders 
have to come your way.” 

e “The problem isn’t too bad. I adhere faithfully to a 
$3 minimum, and if an order runs less than that, I will 
accept cash... but I don’t like to. The minimum doesn’t 
apply to back orders involving items which were not in 
stock when ordered.” 

e “It isn’t much of a problem because all we get 
these days are small orders. We have a $2 minimum that 
applies to everybody.” 

e “Small orders are a small problem. We have a $3 
minimum across the board.” 


SAN FRANCISCO: Needed—Leaders 


Three distributors were interviewed in San Francisco 
and Oakland, Calif. Two said that small orders were a 
severe problem. One said the only problem is “the com- 
petition insists on charging the same for small orders as 
they do for large.” In San Francisco, wholesalers are 
meeting the situation with only a slight success. They are 
considering “minimums” (one distributor has established 
a $2 one); they are alerting salesmen; they are pleading 
with customers. However, as one wholesaler states, “mini- 
mum billing would have to be established by leaders of 
the industry.” 

e “We consider this to be a very severe problem. It is 
very difficult to put a minimum on accounts because it 
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might cause us to lose a very fine customer. We have 
talked about establishing minimums, but have never made 
a final decision to do this. It is an industry problem, and 
something should be done.” 

e “This, of course, is a very bad problem. We figure 
it costs us $3 per invoice on all charges, no matter how 
large or small the order. With those who buy from us 
frequently, but in small batches, we save some of the 
charges and enter several on one invoice. By the time we 
process the invoice, send out the bill, get payment, post it, 
and put it in the bank, we have spent at least $3 worth 
of time. 

“We have established a $2 minimum on small orders 
This does discourage it, but it costs us more than that. 

“We have informed all our salesmen of the costs of 
this problem, and they in turn try to dissuade customers 
from charging small orders. If the order is by telephone, 
a cash sale is, of course, impossible, and in this case we 
explain that on these small, charged orders we can’t even 
break even. Therefore, can’t the customer order some 
other items to bring his total up to where we at least reach 
the break-even point? If it is a will-call, we try to get the 
person to pay cash for these small orders.” 

e “Our only problem in charging of small orders is 
that the competition insists on charging for small orders 
at the same rate as on large orders. The price book lists 
separate prices for small and large orders; and in follow- 
ing this, the expense incurred in small orders is compen- 
sated for by slightly higher prices for a smaller number of 
items. However, our competition insists on charging at the 
larger order rate for smaller orders, and to a certain ex- 
tent we are forced to conform. We don’t conform right 
along the line, however. The only way that we can be 
compensated for the expense of charging small orders is 
to charge the small order price, and if we are compen- 
sated, then this is no longer a problem. 

“Minimum billing would have to be established by lead- 
ers of the industry. We would be happy to have minimum 
charges for billing, but such a policy would have to be es- 
tablished by large distributors before small ones could do 
likewise.” 


LOS ANGELES: “With Us 50 YEARS” 


Cheap paper and inexpensive reproduction, plus new 
developments in office machinery, may be one answer to 
the costs of writing up and processing small orders. That's 
what one distributor in Los Angeles (who serves good 
customers right down the line on small orders) sees as a 
possible solution. Two L. A. distributors, who wince at 
the phrase “small order,” have taken the following steps: 

1. Restrict losing accounts to a $10 minimum. In the 
$10 to $25 bracket, charge list prices—no discounts. 

2. “If an order comes in from a good customer for 
less than $1, give it away and save the money in the long 
run.” 

With the exception of one wholesaler out of four ques- 
tioned, distributors in Los Angeles feel that the profit 
penalty far outweighs the public relations gain in tolerat- 
ing the small order. Here is a quote-by-quote picture of 
what they are saying. 

e “We don’t mind absorbing a couple of beatings on 
small orders when they’re thrown at us by our profitable 
accounts. It’s just that we can’t afford the losses from our 
poor accounts. It costs us $7 to $8 to process a small 


ELECTRICAL WHOLESALING—Febrvary, 1961 





Solutions to a 50-year-old Problem 


order. Because of this, many transactions under $25 re- 
turn just a few pennies in profit. 

“We have an answer. But we’re not fooling ourselves— 
it’s no solution. Periodically, we review the purchasing 
patterns of our customers, breaking out the losing ac- 
counts. We've instructed our desk men to restrict these 
customers to $10 minimum purchases. In addition, for 
purchases in the $10-$25 bracket, we charge list prices, 
no discounts. We also urge our men to shoot for $5 plus 
profit on small orders placed by these accounts. 

“The problem isn’t new. It’s been with us for at least 
50 years. I was leafing through some old files a few 
weeks back and came across an article written about 
small orders in one of the industry’s early trade maga- 
zines—World War I vintage.” 

e “We serve our good customers right down the line 
on small orders. They cost though. If an order comes in 
from a good customer for less than a $1, I'll give it away 
and save money in the long run. Frankly, I’m not opti- 
mistic about the situation, and unless someone can come 
up with a workable solution, the situation will grow 
deeper roots. 

“I do encourage my office manager to keep a sharp 
eye on office equipment developments that will reduce 
billing costs. The industry is ripe for this type of develop- 
ment. We used to be proud of our invoices and used 
good paper. No more. Now we buy the cheapest paper 
and use the most inexpensive reproduction methods that 
will give sufficient legibility—-while we cull accounts, pull 
out losers and establish $5 and $10 minimums, depending 
on account potential.” 

e “They’re a headache, but we service all accounts 
without restriction. At least we have been, until one of 
our boys decided to take another look at the situation 
We won't establish a minimum unless we’re forced to, 
because it is not the answer. Whatever the solution is—it 
won't come for a long time.” 

e “We have no restrictions on small orders. Too many 
potentially good accounts are lost that day. Too, under a 
limit system, desk men aren’t always familiar with mar 
ginal accounts with a good potential. Rather than stir up 
the salesmen, they often ignore the restriction when they 
feel it’s safe to do so. Personally, I feel there are too many 
intangibles involved that tend to make an arbitrary 
minimum system unworkable.” 


CHICAGO: Many Pills 


It’s unanimous in Chicago. All six distributors ques- 
tioned there say small orders are a headache. But they 
have plenty of solutions. Here are a few of them: 

1. Salesmen don’t get commission on orders less than 
$10. 

2. Less than $2—pay cash. “We'd like to see a $5 
minimum.” 

3. Send one bill at the end of a month for all small or- 
ders; do this by holding invoice. 

4. Contact big offenders and tell them to pool their 
orders. 

5. Inform salesmen to build up orders. 

Here are some distributor quotes covering these five 
points: 

e “We consider this a problem. We put through a 
ticket that is for less than $10, and we have to pay the 
cost as if it were a $100 order. We're not paying the 


February, 1961—ELECTRICAL WHOLESALING 


salesman a commission on any order less than $10. May- 
be we can discourage this nickel and dime business. These 
people who want to buy a few lamps or a few rolls of 
tape shouldn't take their business to a wholesaler. Let 
them go to a retail store. When you want to buy a pair 
of shoes you don’t go to the wholesaler. Well, we feel the 
same way. 

“We're telling our salesmen to get another order on the 
same ticket when the charge is less than minimum, and 
we're also telling them not to call on these people who 
can only charge up $5 or $6 at a time. I don’t know of 
any place in Chicago that has a minimum charge. It’s a 
terrific idea and we should do it, but we’re not going to be 
the first here. Our way is fine for the time being.” 


e “We try to discourage small order charges. The pa 
per work involved is a high cost. We have to have the 
minimum billing to handle the paper profit. If the charge 
is small, it is more expensive. In theory, we have estab 
lished a minimum, but in actuality, we haven't. Let me 
explain this. We won't let anyone charge less than $2 
We'd like to see a $5 minimum. However, if someone 
comes in and wants to charge less than $2, we ask him to 
pay cash. But, if a very good customer gives us a small 
charge, we won't ask him to pay cash 

“Now, if an account comes in to charge and we know 
that he will be in again during the month, we'll hold his 
invoice and add the small items to it as they come in and 
then send one bill at the end of the month. This way we 
can accumulate the small orders without having to send 
out separate bills. Also, what we do is to keep memo 
tickets on the small charges and then accumulate the 
memos. At the end of the month, we write these up on 
one large invoice order and bill this way. Our cost per 
bill, including materials and labor, is about $2. So you 
can see how much we can save by this practice. 

“Of course, as I said, we try to discourage small orders 
and we'd like to have a minimum charge rate, but we're 
a small concern and we can’t afford to lose any business 
because of a charging policy.” 

e “And how this is a problem! The cost for process- 
ing an order for $5 is the same as for $500. Right now 
we're making a survey on exactly how much our costs 
are, how we can correct this problem—but I can’t tell you 
what we are going to do until the facts and figures come 
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‘Distributor Accounts Are Too Varied 


in. We don’t have a minimum yet. That is one reason 
we're making the survey—to see if we need to. 

“What we’re doing now is contacting the big offenders 
and telling them to pool their orders together so we don’t 
have so many tickets to bill. We're also throwing this 
thing in the salesman’s lap and letting him explain the 
situation informally. These small orders are costly to the 
contractor as well as to us. He has to process his own 
orders, too. It works two ways. But we haven't taken any 
definite steps right now and won't until the results of the 
survey come in.” 

e “Oh, it’s a problem, but we can’t avoid it. With 
85-100 wholesalers in this area, you just don’t decide who 
you are going to charge and who you aren’t. We'd like 
to have some sort of a minimum practice, but we don't 
dare get into it at any high level. This is chasing away 
people, and with business being so bad, who can afford 
to pick and choose those you want to charge? 

“With our regular customers, we don’t do a thing 
about small orders. Most of the time, by the end of the 
month, they have charged up a good sum. But with a 
customer who comes in only occasionally, we have tried 
to set up a $1 minimum for cash payment and a $5 
minimum for charging 

“What we also have tried to do in our outlying branch 
es where the business isn’t quite so heavy is to accumulate 
orders for a customer on a preliminary invoice. But in 
Chicago, this is pretty hard to do. About 90% of our 
business is done on the phone. And with 10 salesmen 
taking orders all day every week, it’s just too hard to 
hold back an order and wait until someone else gets 
another order from that person and then bill it. It’s 
too confusing 

“There should be some sort of an agreement that 
everyone could stick to under penalty, but Uncle Sam 
says that we can’t make agreements. Actually, we don’t 
really consider this as big a problem here as some of the 
other wholesalers do. Our billing is on a high production 
level, so any added work, paper and invoices to be proc 
essed doesn’t bother us too much. Actually, about 15% of 
our orders are below $10. We're not too concerned about 
this small percentage.” 

e “Of course, this is a problem, but I don’t know how 
we can overcome it. With so many of our customers, the 
ones who give a small order today will give a large order 
tomorrow. We just can’t use a minimum or anything else 
like that. What we do is watch the accounts closely and 
determine who are our steady customers. With these 
people we'll extend any courtesy. But with people who 
just call in every so often and aren't really steady cus 
tomers, we ask them for cash if they buy anything less 
than $5. We never would do this to our steady customers 

“We also try to explain this situation to the people 
with whom we do business and ask them to cooperate 
and try not to charge small items. But these people run 
into problems and they can’t always do this. We’re in ; 
competitive world today. Believe me, many times we 
write up an order and the cost to process it is more then 
the items. But how else are you going to stay in business 
unless you give good service?” 

e “Sure. All small orders are a problem. It costs us 
something like $2 to process each order. For anything 
under $5, we’re coming out behind. But we are jobbers 
We can't establish a minimum. There are 120 jobbers in 
Chicago to choose from, so if we start trying to put a 
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minimum or anything else on orders, we're going to lose 
customers. The only thing we can do is to have salesmen 
try to build up their orders. If a man wants only a small 
number of one item, we're telling the salesman it is up to 
him to try to enlarge the order.” 


DETROIT: Sore Spot 


All five distributors interviewed in Detroit say that 
small orders are a problem. The big complaint from dis- 
tributors is that they can’t do anything about it because 
of customer reaction. One wholesaler says he tried to 
establish a C.O.D. basis for anything under $5, and “the 
customers were disgusted with our action.” Another dis- 
tributor, who says small orders are his sore spot, also 
says he is not in any position to irritate his customers 
when the same person who charges 75 cents one week, 
charges $100 the next. Another distributor says he has 
reduced his billing problem slightly by suggesting that an 
account buy a carton or box of the specified item. 

Here—in detail—is what distributors told EW: 

e “I'd like to know who doesn’t think charging small 
orders is a problem. The paper work cost on a large or 
small order is the same, but we invoice about seven 
small orders to every large one. We have not established 
a minimum policy—but it’s an idea 

“With invoices as my guide, I analyzed the problem 
last August. It proved we’re taking a beating by losing 
25% of our profits on any invoice under $10. We're 
trying to combat this by keeping all orders (pick-up or 
delivery) under $5 on a cash basis. This is not an estab- 
lished policy but one we're occasionally trying to see how 
it works out. So far, this hasn’t proved to our benefit. The 
customers we've tried it on have been disgusted by our 
action.” 

e “You've hit a sore spot with this one. Charging 
small orders is the biggest problem we have for the 
obvious reason of paper work processing cost and the 
fact that some of these are deliveries which cost us ap- 
proximately $1.75. Our $1.75 average is based on fill, 
bill, and deliver. We have not established a minimum on 
small orders and we don’t feel we can without offending 
many customers. We tried treating any order of $5 or 
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less as a cash deal and found our customers became 
irate. We’re not in a position to irritate anyone over a 
75-cent item when the same person could, and sometimes 
does, place a $100 order the following week. 

“One thing we're trying to do is accumulate bills for 
small purchases and invoice these once a week. This 
minimizes bookkeeping and reduces the cost a litthe—but 
it’s certainly not the answer. We don’t know what the 
solution is but sure hope someone can come up with 
something.” 

e “Sure it’s a problem . . . because the cost of proc- 
essing a small order is equal to that of a large order. We 
have not established a minimum system and we have not 
taken any corrective measures on this because, frankly, 
we don’t know what to do about it.” 

e “We went through an eight-month trial period of 
minimum billing on all accounts. It didn’t work out. You 
simply can’t dictate to large accounts without creating 
animosity, so we stopped minimizing regardless of order 
size. Our distributorship, originating with the order desk, 
is trying verbally to encourage ordering in quantities. 
Unfortunately our business is not competitive to the point 
of reducing prices through volume purchases—but we do 
try to point out that perhaps they could use a carton or 
box of the ordered item instead of the lesser quantity 
originally specified. We haven't lost any business through 
our suggesting, and it has reduced our billing problem.” 

e “We have very few small orders because over the 
past three years we have gone into distributing almost ex- 
clusively to industrial contractors. This poses no problem 

“For the most part, our company invoices once a 
week; and on a big order, once a month. Although we're 
not affected, I've talked to enough other distributors to 
know something must be done. I can see no alternative but 
to institute a form of minimum billing. Whether this would 
be a weekly or bi-monthly invoice would depend largely 
on their volume of small orders—personally, I can see no 
other answer.” 

e “Sure, we consider charging small orders a prob- 
lem. Technically a small order can be termed a lost 
sale because the cost of invoicing exceeds the cost of 
the item. We’ve not considered establishing a minimum. 

“I believe this problem is next to impossible to control. 
Our attempt has been to try and screen orders at the 
desk. The screening system is the only step we’ve taken 
toward control and even this is touchy because we don’t 
want to embarrass any customer or ourselves. It’s my 
feeling that this is an individual distributor problem and 
there is no set program that would be applicable to all 
of us. The accounts handled by electrical distributors are 
too varied to use a standardized method of reducing 
costs.” 


CLEVELAND: “‘Too Much to Bear” 


Five distributors were called in the Cleveland, Ohio 
area and all of them agreed that small orders are a prob- 
lem. Three wholesalers have rigid minimums, one has a 
“not always minimum” and a fifth says he has not put in 
a minimum billing yet but he’s thinking about it. Results? 
Two out of the five distributors seem to think that the 
minimum billing policy works fairly well. The following 
are quotes from distributors in the Cleveland area: 

e “The cost of processing the small order is too much 
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to bear. We have $1.50 minimum for both small and large 
customers. We're thinking of having a service charge 
on “will call” small orders, plus a $1 delivery charge. 
Salesmen will get credit only for net realized on the 
sale. We hope to have this plan going by February | 

e “We have developed a minimum order system 
which applies to the small customer. It’s $5 on will call, 
$10 on delivery. It works pretty well. The little guy has 
fallen pretty much by the wayside and we have to ride 
with the big guys anyway, so this seems the only answer.” 

e “Our profits are eaten up in the cost of handling the 
small order. We have established a standard minimum 
charge ($3) on assigned regular customers. It doesn’t 
cover the cost, but it enables us to take care of the cus- 
tomer. On unassigned customers, we have a minimum of 
$5 for a pick-up order and $10 for delivery—unless it’s 
cash. We are urging regular assigned customers to build 
orders .. . to get out of the low value order by grouping 
orders and issuing blanket ones for monthly billing. All 
this—and the problem is still with us.” 

e “It costs us $3 to process and bill an order. We 
have no minimum billing, but we’ve been thinking of do- 
ing it. Right now we encourage our customers to order 
full packages of items and that way to increase the size 
of their order.” 

e “We have a $2 minimum, but it doesn’t usually 
apply to the really big customer, since we don’t pay care- 
ful attention to their orders for that reason. We're think- 
ing of ways to reduce it—like charging the one-time cus- 
tomer a higher price on a small order—but we haven't 
decided if that’s the answer.” 


BOSTON: “Bitter with the Sweet” 


In Boston, wholesalers all agree that the small order is a 
big problem, but, as one distributor analyzes, “we get big 
orders and small ones. You have to take the bitter with 
the sweet.” Another distributor says that to make a small 
order pay, you have to have at least a $20 minimum. He 
and other distributors add: 

e “We are very concerned about the small order 
problem and find that all charges under $10 are a com- 
plete loss. We had set up a $2 minimum but we don’t en- 
force it very strongly. We try to get cash on orders under 
$10 and in the near future we will review all accounts to 


CONTINUED 





Small Orders (cont.) 





‘How Can You Charge Two Bucks for a 


determine which customers are guilty of the most small 
charges over a period of a year. 

“Actually, to make a small order pay, we would have 
to have at least a $2 minimum.” 

e “Yes, they are a problem, and we have no mini- 
mum. We get cash for small orders or they don’t get the 
service. For our good accounts, we use our own discre- 
tion.” 

e “It’s an annoyance, but you have to take the bitter 
with the sweet. Today, most of the orders are large, and 
when the small ones come in we have to put up with 


them.” 


ATLANTA: Here to Stay? 


An opinion round-up in Atlanta, Ga. shows that the 
majority of distributors (five-to-one) thinks small order 
charging is a definite problem. One distributor has a min- 
imum billing policy on sales to other distributors and is 
seriously considering placing it on all orders. Two other 
distributors have placed minimums on all orders, but 
one of them finds that it “just doesn’t work.” Two more 
distributors who think small orders are a problem say 
that a minimum billing policy would not help. A sixth 
distributor considers the charging of small orders as a 
service to the customer, and therefore, “no problem.” 
Specifically, here’s what they have to say: 

e “Charging small orders certainly is a problem. We 
set up a $2 minimum some time ago, but we’ve found that 
it just doesn’t work. How can you charge a customer 
two bucks for a couple of bolts? It looks like small orders 
ire here to stay and there’s no way I can see of getting 
around them.” 

e “It’s definitely a problem, but there is littlke we can 
do about it because our competitors aren’t taking any 
steps. We have put a $2 minimum billing policy on sales 
to other wholesalers who pick up from us, and we are 
seriously considering placing a minimum on all orders. 
What we decide to do on this will depend largely on the 
measures the competition takes. I understand that two or 
three who have established a minimum aren’t actually en- 
forcing it.” 

e “It’s no problem. Of course, it can be bothersome 
and involve some expense, but we think of it as being a 
service and we're not trying to eliminate these charges.” 

e “About six months ago we established a minimum 
billing charge on all orders of $2. This has helped cut 
down small order charging (we have found that our 
larger accounts don’t do this type of ordering). We have 
also encouraged our counter and telephone men to make 
suggestions in the direction of pushing up small orders to 
a reasonable sum. This has also helped.” 

e “We get far too many of them. Placing a minimum 
won't help though. A thing like that always works, ex- 
cept in a particular instance—and you may be sure that 
every instance would be a particular one. 

“The most effective thing we can do is make an effort 
to push up the small order by suggesting that perhaps 
‘other items will be needed next week and let’s combine 
them.’ Occasionally, when someone picks up a 40-cent 
order over the counter, we say, take it and go— it'll cost 
more to write it up and process it than we'll make on the 
sale. This seems to get results a good deal of the time 
but there are some who will literally ‘take it and go 

e “They’re a problem, but with competition the way 


it is, how can we charge a minimum on all orders? In the 
case of parts, we do have a minimum charge of $1. This 
works fine because parts are not competitive. But when it 
comes to nuts and bolts, I see no way of avoiding taking 
small orders along with the big ones.” 


DALLAS: No Positive Action—Yet 


Five distributors were interviewed in Dallas, Tex. All 
stated that the charging of small orders is a headache for 
the wholesaler because it’s a non-profit trouble-maker 
that costs the distributor in the end. Not one of the ques- 
tioned distributors has a minimum charge, however. 
Reasons: “The customer would object”; “It’s impracti- 
cal”; “The little fellow might be big someday”; “We can’t 
cut out customers in a bind”; “The contractor has to have 
a record of a forty-cent order, just as he needs a record 
of a $10,000 order.” Here are the more detailed quotes 
from Dallas wholesalers: 

e “Charging small orders is a problem because it costs 
just as much to process a small order as it does a big one, 
and the cost is really becoming prohibitive. However, 
we've never established a minimum. Why? Competitors. 
Also, because our customers need records too. It is just 
as important to him to have a record of a 40-cent order 
as it is to have a record of a $10,000 order. Sure, we 
have too many small charges under present conditions, 
but isn’t that what the distributor is for? To help his cus- 
tomers keep down their inventories? 

“We are trying to deaden the effect of small orders by 
encouraging inside and outside countermen and sales 
personnel to add to small orders. We have also considered 
redesigning our sales ticket especially to take care of the 
small orders, but we haven’t reached any decisions on it 
yet.” 

e “It’s definitely a problem, but it’s one that everyone 
—in this business or any other—runs into. The only trou- 
ble that the small order causes is financial. There’s no 
profit in them. We considered establishing a minimum 
but didn’t come up with a solution because we decided it 
would be unworkable and impractical.” 
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Couple of Bolts? 


e “They're a problem because of cost and trouble. 
We've discussed taking measures but we always come 
back to that stone wall—‘the customer resents it.’ He 
says, ‘I give you my big orders and then you come along 
and penalize me on the small ones.’ 

“We have more trouble with delivery on small orders 
than with billing. Often an order doesn’t even justify the 
billing, and then we're expected to deliver it. Well, we've 
got it pretty well established that we won’t deliver on an 
order less than $5. However, since most of these are small 
items, we'll mail them out and charge postage.” 

e “It’s a problem—but only to a certain extent. Sure, 
it costs the same to bill a little order as it does a big one, 
but you don’t get many of the big ones these days. If a 
‘squirrel’ comes in buying wholesale when he hasn't got 
any business doing it—we try to price it high enough to 
discourage him so he’ll go somewhere else. 

“We haven’t considered a minimum (the little guy can 
be big someday) or any action to reduce small orders. Be- 
sides, we run as many orders in this category for our 
competitors as we do for anyone else. It wouldn’t be good 
manners to turn them down. Another thing. If you try 
starting this medium-size order business, you're going to 
get in a lot of trouble.” 

e “Small order charging is a problem because it is 
non-profit. Most of the time we’re losing money when we 
are selling anything less than $25. But like everyone else, 
we’re afraid to say ‘no!’ I think we’re scaredy-cats. Many 
of our orders from $5 to $25 shouldn’t even be placed 
by us. Nor have we set a minimum. But I admire the 
ones that have. One distributor tried it in Dallas once. It 
didn’t work. 

“Solutions? Any solution you set out to make by your- 
self would have to be in the way of educating your own 
men and in using a little diplomacy. Stress the advantages 
of cleaning up the problem to your own employees, 
who will point it out to the customers. Do it any other 
way and you may get hurt. I know because there have 
been times in the past when we considered iron-clad rules 
but found out that we were the only ones sticking to them. 

“I'd say if there were a definite trend in the industry 
towards taking care of the problem, we'd go along with it, 
but you can’t go get it all by yourself. You have to figure 
this, too: some of your customers may get in a bind and 
need a few odds and ends. What are you going to do? 
Cut them out? No, at the present time, we'll just have to 
go along frowning and getting upset every time we see a 
small order.” 


NEW YORK: “Too Expensive” 


Three distributors were interviewed in the New York 
City metropolitan area. They all agreed that small orders 
were a problem, ranging from minor to major. As far as 
relieving the headache goes, all three seem to have their 
personal brands of aspirin. 

Here’s what they have to say: 

e “Over-all, I don’t consider it a big problem, but 
there are a few offenders who are a pain in the neck. 
With them, we set a $2 minimum and use our own dis- 
cretion in dealing with them. If they don’t understand 
what we're trying to do, we talk to them. 

“If one of the habitual offenders comes in and orders a 
37-cent item, he’s charged $2. If a solid customer comes 
in and needs an item in a hurry—he gets it.” 
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e “Problem? Yeah, because it’s too expensive. If a 
man comes in and charges a small order, he must be a 
good customer—he wouldn't have credit if he wasn't. A 
poor customer isn’t able to charge a small order because 
he doesn’t get credit—he has no charge account—he pays 
cash on the line!” 

e “By the time all the processing is done on a small 
order, we get socked for $5 or $6 handling charge . 
this is on a $12 sale! Old customers, we handle. New ones 
—the johnny-come-latelies—we don’t take care of them. 
He pays cash or gets nothing. Right now we're thinking 
about charging a minimum.” 
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JERSEY CITY, N. J.: Blanket Orders 


e “Of course, it’s a problem. If I know the customer, 
I pile up his small orders on a blanket purchase order and 
he gets it at the end of the month. The small! habituals 
who order one or two light bulbs every now and then 
have to pay $2 to $5 for service, no matter what the 
small order is. For the future, we are thinking about set- 
ting up a minimum billing charge on all those profit- 
stealing small orders.” 


HACKENSACK, N. J.: “Depends” 


e “The size of the problem depends on how you han- 
dle it. Mine exists mostly at counter pick-up, but we've 
just about licked it with running tickets, a $2 minimum 
and a program directed at the customer, which informs 
him that the small order problem can cost him money, 
too.” 


NEWARK, N. J.: Tough Battle 


e “They sure are a problem, and they cost plenty 
even with the $2 minimum we place on them. The way 
we run it, the big customer can get a small item on a 
charge basis, but the little guy with the small order pays 
cash or gets nothing. We’re in a new house now and as 
soon as we get squared away, we'll tackle this thing and 
come up with some better and more workable solutions.” 
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To Sell Lighting: Sharpen 
Your Brain, Not Your Pencil 


That's the guiding idea Bill Clark of Havens Electric 
stresses in his commercial and industrial lighting pro- 
gram in an effort to do a good job with adequate profits. 


AU PHERE are too many substitu- 
tions of sharp pencils for brains 
in selling good lighting jobs to- 

day,” specialist Bill Clark says. 

Clark, who has been employed at 
Havens Electric Co., Inc., Albany, 
N.Y., for 31 years, strongly believes 
that originality in selling lighting is 
not as prevalent as it should be. 

“Too many salesmen are selling 
lighting jobs in the same way it was 
being done 20 years ago,” he con- 
tinues. “They do not Know their light- 
ing products well enough, and are 
merely taking orders on price alone.” 
e The Right Way—Realizing early 
in the *40s that this was the situation, 
the distributor’s lighting specialist de- 
cided to become an authority on prod- 
ucts and the application of products 
to particular situations. Clark empha- 
sizes that product knowledge comes 
both from experience and study—and 
a sincere desire to do a good job 
without letting price enter into the 
picture. 

Clark is able to do this to a large 
extent, not only because of his ex- 
perience in the lighting field, but also 
SENATE CHAMBER at Albany, N.Y., was project of Clark’s. Here, he looks at because of the freedom the specialist 
decorative fixtures and at downlights in ceiling (not shown), pinpointing key areas. jx permitted through company policy 

At Havens, the lighting specialist is 
given free reign to conduct his depart- 
ment as he sees fit. 

“This is essential for a successful 
lighting business,” Clark adds. “The 
lighting specialist is the only one who 
knows all the facts about any particu- 
lar job. He has to have some amount 
of control of a job from the inception 
of an order until the time that order 
is signed by the customer.” 

e Specs Important—In an attempt 

to obtain bid jobs, Clark worked ex- 


:. ; j tensively with the architects and en- 
: TLL Ny gineers on two particular jobs. Here, 
i | . 
4° 
®, 


SALESMAN CHECKS completed office lighting job as part of his overall program 


to see that the installation is good and that customer is satisfied 


- 


enn 
Bee 


ne not only tries to show the architects 
how to light a job effectively, but he 
also tries to get his fixtures specified 
on the blueprints. 

Normally, Clark is successful in 
getting his products specified. This does 
not mean, however, that he is always 
successful in obtaining the final job. 

When Havens’ customers ask for 





COMPLETE information on any pro 
posed lighting project is always put into 
brochure form by Clark. Information in 
cludes lighting layout, items to be used 
and quotations on individual and total 
items. Literature also is included 


lighting special 


customers 


DUTIES of 
layout work for 
who specify they wish this 

cause of Clark’s experience and reputa 
tion, customers accept his bid on project, 


NORMAI 
ist include 
service. Be 


and do not request cut prices 


quotations on a particular job, Clark 


is familiar enough with the 
little 


considers a 


already 
project that it takes him very 
time to submit what he 
fair quotation. And when he speaks 
of a “fair quotation,” he means a fair 
profit for everyone concerned in the 
sale—not a 2-5% profit on the job 
for his company. 

Later, if the contractor asks if he 
can get a better price on the quote, 
the lighting specialist explains that his 
“fair quote” is based on profit for 
both the contractor and 
and that it will not be changed 
e Eventual Profit Occasionally 
the customer to Clark has 
presented the quotation does not ob- 
tain the low bid for the project. Even 
though another distributor might re- 
ceive the bid to supply fixtures and 
other related items, Havens still may 
benefit Clark’s initial ef- 
forts. 

Because most architects in the Al 
bany area will retain original products 
on specification instead of allowing 
substitutions, Havens finds that 
tributors who supply the materials are 


distributor, 


whom 


because of 


dis- 
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faced 


with purchasing many of the 
items required from Havens 

I won't sell on price,” Clark says 
“Even though I might lose a job on 
bid, I profit otherwise. My firm makes 
profit on prod- 


original 


as much—if not more 
trom 


distributor 


indirectly 
another 
makes on the entire project as far as 


ucts sold 


specifications, as 


his low margin of profit is concerned 

“I not only do not believe in selling 
on price along. but I find that with 
knowledge and 


given to the customer, it is not neces 


the proper service 
sary. We have found, in our system, 
that it is not necessary to base profits 
on volume—that it is not 
to sacrifice price for profits 
e Personal Obligations—In 
ing his own personalized service to the 


necessary 
provid- 
customer, 


constantly keeps in mind that proper 


talent must be used in selling and serv- 


Havens’ lighting specialist 


icing 

“Your customers’ customers either 
know exactly what you are talking 
about or they don’t know a thing about 
laying out a good lighting job,” Clark 
“That's why it’s necessary not 


a job successfully 


Savs 


only to be an expert in assisting the 
potential user, but also to be honest 
The most buyer knows 
when he has been bad job.’ 

In assisting the contractor, Clark is 


customer to 


uninitiated 
given a 
always available to the 
give advice on product applications 
This includes traveling to the job site 
to assist with product information 

In addition to providing lighting lay- 
asked, the 


pass along as 


customers when 
attempts to 
much product knowledge as possible 
in an attempt to contractors 
when they install the products. But, 
according to Clark, this is not neces- 
sarily the 
salesman can 


outs for 


specialist 


assist 


service a 


making a 


most important 
provide in 
successful sale 

“It takes not only products, but also 
good ideas to do a good selling job 
in lighting.” Clark “These 
ideas that can provide a good job can 
intangibles, but I 


stresses 


be considered as 
have found that they get the job done 

“By stressing knowledge of prod- 
ucts and their applications, jobs not 
only can be sold, but profits 


also can be realized.” 


good 





Charge Plate System That 


American Electric's error-free office system centers 
around the use of charge plates, and has been benefi- 
cial in controlling the distributor's credit procedures 


A MASTER file of all charge customers 
is checked here by Don Mayfield. About 
2,000 cards are on file here 


N ERROR-FREE office system 
that helps control credit proce- 
dures has provided both tangible 

and intangible benefits for American 
Electric Co. of St. Joseph, Mo. 

Basically, the system centers around 
the use of charge pilates. The 
originated at American Electric when 
personnel decided that if such a 
tem were efficient at the retail level, it 
also could be put to use by the dis- 
tributor. 
e Idea Discussed—After the 
using charge plates was presented to 
American’s management, it was 
cussed by the Methods 
dures Committee. This is 
distributor personnel that 
new procedures to be put into opera 
tion within the company 

One member of the committee vis 
ited the firm’s four branch houses spe- 
cifically to discuss the with the 
managers. The branch managers at 
Salina and Wichita, Kan.; Enid, Okla., 
and Pueblo, Colo., all agreed that 
such a system would be worth while 

“It is important to us to 
problems involving communications 
between the main house and the 
branches,” Assistant Credit Manager 


idea 


Sy > 


idea of 


dis 
Proce- 


a group ol 


and 


passes on 


idea 


discuss 
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CHARGE PLATES are kept in one lo- 
cation near counter at main house and 
branches of American Electric. 


Don C. Mayfield says. “We believe 
that standardization is essential, and 
that the charge plate system would 
go a long way in tieing all of the office 
procedures more closely.” 

e The System—Charge plates were 
put into use nearly three years ago. 
Because all billing goes through the 
St. Joseph office, a complete set of 
maintained there. Each 
branch maintains plates only for its 
own customers. 

Before the system was put into ef- 
fect, five department heads were asked 
to list the items that would be of value 
to them as part of the code on the 
charge plates. These departments in- 
cluded credit, catalog, sales, lamp and 
service. In addition, each branch man- 
asked to list similar 


plates is 


ager Was also 
information 
After all items were 
the department managers, a final list- 
ing was approved. This information 
includes: 
e Salesman’s code number. 
e Customer’s full name, which must 
be spelled correctly. 
e Customer’s complete address. 
e Customer’s preference of ship- 
ping lines. 


discussed by 


Credit information. 

Sales tax. 

Information on whether to can- 
cel backorders. 

Number of invoices customer re- 
quires. 

What kind of lamp contract cus- 
tomer has. 

e What type of catalogs to supply 

the customer. 

Previous to the new system, dif- 
ferent individuals were responsible 
for checking all invoices to ascertain 
the same information that is now in 
code on the charge plates. 

“When six or seven people obtain 
as many items of information in proc- 
essing an order, much valuable time 
can be consumed,” Mayfield says. 
“Before we started using the charge 
plates, it took at least two hours each 
day just to process mail order ship- 
ments. Now, with all the information 
we need right on the charge plates, 
the processing of an order is almost 
instant. A lot of work is saved in 
many departments.” 

This same situation is true at each 
branch. Prior to the charge plate sys- 
tem, each branch manager was re- 

Continued on page 94 
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Increases Office Efficiency 





ef 








NEW CUSTOMER INFORMATION FOR ADDRESSOGRAPH PLATE 
THIS FORM IS TO BE INITIALED IN EACH OF THE FOLLOWING DEPTS: 


1. BRANCH OFFICE.... 3. CATALOG DEPT 5. LAMP DEPT 
2 CREO: CEPT. .... 4. SALES DEPT. 6. SERVICE DEPT... 


LINE as LINE 


1. [ 5] _ 





+ 





JOHN SMITH ELE 


00 N. Main 


. — 
ur JWT) 


J 


CP ONA MS YW 
So ON OO W BRB W AD 


. | PBO 
x 
LEFT HAND SIDE 
Line 1. Salesman’s Code Number. 
Line 3. Customers Name in Full - Please print and spell CORRECTLY. 
Line 4. Street Address or P.O. Box Number. 
Line 5. City - Zone - State 
Line 7. What Truck Line does he prefer for his shipments. 


RIGHT HAND SIDE 
Line 1. Credit Information. 
Line 4. Does he pay us Sales Tax? If not, fill out Tax Exemption Form Below. 
Line 5. Are we to Cancel his Backorders? 
Line 6. How many invoice copies does he require. 
Line 8. Do we have his Lamp Contract? If Yes - which kind. 
What catalogues do we supply him with - 
Looseleaf Blue Book.... Appliance.... Fixture.... Utility.... 
PaperBack Blue Book ... (those receiving paper back BB will not be set up to 
receive new sheets). 


- - KANSAS SALES TAX EXEMPTION CERTIFICATE - - 


The undersigned purchaser certifies that the sale to him of tangible Personal Property by 
, Kansas 
is exempt from the tax levied by the Kansas Retailers’ Sales Tax Act for the following reason: 


The undersigned understands and agrees that if he uses the property other than as stated above or 

for any purpose which would not exempt the sale under the ACT, he becomes liable for the tax. 
PURCHASER 

Registration Number ADDRESS 

(if a Retailer) 








CREDIT APPLICATION sample form is always filled out pertinent information about customer is included on the 
by salesman for his customer. If credit is approved, all charge plate. Information (in box) is keyed to instructions. 
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SHOWING his daughter, Myra, how 
customers can be helped in fixture selec 
tion working from house blue prints is 
Steiner vice president Sam Solomon 
Panel folds down for blue print reading 





This Showroom Isa Sales Booster 


When you want to increase your residential lighting 
sales, the best way to do it is to open a new lighting 
showroom. This is exactly what they did at Steiner 
Electric, Chicago, and sales have grown since. 


HEN residential lighting sales account for 75“ of 

the total lighting sales volume, it usually can be 

attributed to a complete and well designed lighting 
showroom. Such is the case at Steiner Electric Co., Inc., 
3500 Milwaukee Ave., Chicago, Ill 

Last November, Steiner opened its new lighting dis- 

play center, and according to vice president Samuel 
Solomon, “Sales have showed a marked increase since.” 
The new showroom which is 140-ft long by 28-ft wide 
presently holds 925 various types of lighting fixtures 
and can fully accommodate about 1,100 total 
e Sectionalized Displays—Highlight of the showroom 
is a patio area in which outdoor home lighting is dra- 
matically portrayed in a simulated garden setting. The 
company has sectionalized displays for bathroom fixtures; 
wall lamps for bedrooms, living rooms, kitchens and 
other areas; dining room chandeliers; ceiling fixtures, 
and other types. The fixtures range from modern to 
traditional 
e Customer Aid—Steiner Electric has made provision 
to help contractors, builders, and homeowners who wish 
to select the lighting equipment from blueprints and is 


able to give guidance to help proper lighting selection 


54 





Special “desk top” display panels fold from the walls to 
permit use to read prints 

According to Solomon, Steiner Electric has developed 
unique methods for mounting both ceiling and wall fix- 
tures. Novel ceiling mounting of fixtures is based on 
metal strips that enable fast installation and removal 
of displayed fixtures. These basically are two I-beam 
type strips with an opening between. A removable T- 
shaped strip spans the “Is above the ceiling and has a 
screw connection to support the fixtures. The acoustical 
tiles in the ceiling are movable, simply lifting up to 
provide easy access to install or remove the units. A 
fixture, thus, can be completely replaced in less than 
a minute. 
e Full View—Layout of the display room _ enables 
Solomon to view the entire floor in order to ensure fast 
customer service. Only obstructed view is the city 
counter and this is monitored in Solomon’s office by 
closed-circuit television 

Planning for the new showroom began after participa 
tion in the Academy of Lighting Arts, a program designed 
to train all segments of the lighting industry in funda 
mentals of residential lighting. 
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ais cd : _ 
VARIED types of lighting fixtures are on display in the new for ease of customer demonstrations. More than 900 fixtures 
Steiner home lighting showroom. Fixture set-ups are arranged ire on display here for customers to choose from 


oom 


we ‘ DRAMATIC highspot of the show 
: . room is the patio setting for demonstra- 
. ' eps 


tion of outdoor lighting fixtures. Setting 
se al > f helps home-owners visualize lighting 
i" adh | effects they can achieve in their own 
1 


yards with various light units 


GARDEN lighting is a highlight feature CricunG mounung of fixtures is based upon pictured metal 
which is a big sales attraction among strips. These basically are two I-beam type strips with an 
homeowners. Live plants and = shrubs opening between. Removable T-shaped strip spans the “I’’s 
give a realistic garden effect above ceiling with screw contact. 
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CONDUCTOR AREAS 
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RESISTIVITY OF TYPICAL METALS 


(CHMS PER CIRCULAR-MIL-FT AT 20°C) 


1SQMIL = 1.2732 CM 
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copper (07 tluminure) orty, of Fhe 
Overal/ area or xe ConaAdcror.) 





BRASS (ANNEALED) 
NICKEL 

PLATINUM 
CONSTANTAN 
NIicHRonme 


+2 

+7 

Sso.2 
235 
6eo2 








RESISTIVITY X LENGTH IN FT 
RESISTANCE = 





AREA IN CM 








EXAMPLES: 


1 What 7s the Aiameter of @ No. /0 
Conductor ? 








No.{1O AREA io, 380 CM 
DIA. «= Vio, 386 es 1O2 MILLS 


es @.1jes.. +e. 
2. Whats fhe SGV. ATER OF A 
No.8 conduacror ? 


No. B&B AREA 


IS, SIO CM 
16,510 X 0.7854 = 13,000 $Q MILS 
13,000 


-O13 SQ IN. 
1.OO0, COO 


7 





J. What 13 Fhe cross-secrror area of 
2 bus bar egu/valers 177 area 
2 SOOMNCM Conducror ? 
AREA = 500,000 cM 
500,000 * .7854 = 393,000 sQ MILS 
393,co° 


1,000,000 


o. 393 IN. 





(Note: The National Electrical Code gives 
the area aS 0.520 sg. This 7s 1107 
the area of rhe Copper or aluminum, 
bur the area of a circle with a 
diameter egua/ To the overall dramerer 
of the strbnded S0OMCM Corrducreor. ) 


¢ How much currertt would flow tn the circus? 


showr? at y= 
copper, (6) brass, (ce) Nichrome 7 


a) CON esi AN = 
(a) DucToR RESISTANCE a. 


TOTAL RESISTANCE = 0.318 + IO 


VoOuUTS 1Zo 


CURRENT = = 
° OHMS 10.318 





(4) 


CONDUCTOR RESISTANCE 


= 1.29 cHms 
TOTAL RESISTANCE 


= 


CURRENT =(6.65 AMPS 





tif 4+he conducrors were (a) 


10.37 x 200 





1zo 


4/2 
VOLTS 


-« 0.318 OHM CONDUCTORS 





Io. 318 OHM 


g—“ig0o Fl 
11.6 AmePS 





(Cc) CONDUCTOR RESISTANCE 
= 18.4 OoHnMS 


TOTAL RESISTANCE 
= 28.4 OHmMS 


4+ 23 AMPS 


CURRENT 








Pinpoints the Information You Need on... 





Electric Conductors 


By J. F. McPartland 
and W. J. Novak 


ENERATION, transmission and 
utilization of electric energy de- 
pend upon the use of conduc- 

tors to accomplish flow of current. 

The basic electric conductor is the 
wire. According to standard defini- 
tions, a wire is a single, solid length 
of drawn metal. However, modern 
usage of the word “wire” includes both 
single, solid lengths of metal and sin- 
gle assemblies of a number of solid 
lengths of metal twisted or braided 
together. Thus, we have the terms 
“solid wire” and “stranded wire.” 

Particularly in the larger sizes of 
conductors, a single insulated or un- 
insulated stranded wire may be called 
a cable. However, the word cable is 
most accurately descriptive when used 
to indicate an assembly of two or 
more individually insulated wires 
which are twisted together, either 
with or without a covering over the 
assembly. 

As discussed previously, copper is 
the most common material used for 
electric conductors. Of all of the con- 
ductive materials available, copper 
represents the most practical choice 
when such factors as conductivity, 
cost, strength and general adapta- 
bility to electrical purposes are con- 
sidered. For instance, only silver has 
a higher conductivity than copper, but 
its high cost limits its use to special 
applications—such as switch contacts 
or fuse elements—where it offers spe- 
cial advantage. 

Second to copper as a common 
conductor material is aluminum, 
which offers light weight and low 
cost as advantages to offset its some- 
what lower conductivity than copper. 
Through recent years, use of alumi- 
num wire and cable has grown rap- 
idly. Other, lesser used conductive 
materials include: zinc, nickel, mer- 
cury, iron, tungsten and even gold. 

Just as water pipe is designated 
according to its diameter, thereby in- 
dicating its ability to conduct quantity 
of water, so electric wires may be 
designated according to their diam- 
eters, as indication of ability to carry 
current. But because wires have such 
small diameters, it is more convenient 


March, 1961—ELECTRICAL WHOLESALING 


to express the diameters in thousandths 
of an inch. And, further, to avoid the 
use of decimal points and to make 
reference to these diameters a simple 
matter, diameters of wires are given 
in “mils”—thousandths of an inch. 

One mil is 1/1000 of an inch or 
0.001 inch. There are a _ thousand 
mils to an inch. Thus a wire which 
has a diameter of, say, 2 inch has a 
diameter of 500 mils. A No. 12 wire 
has a diameter of 80.8 mils. 

A better indication of a wire’s cur- 
rent-carrying capacity is its cross-sec- 
tion area. And inasmuch as diameters 
are expressed in mils, areas are sim- 
ilarly expressed. The area of an elec- 
tric wire is generally given in units 
known as “circular mils.” A circular 
mil is the area of a circle having a 
diameter of one mil. 

The cross-section area of any wire 
in circular mils is equal to the square 
of the wire diameter in mils. For 
instance, the circular-mil cross-section 
area of the No. 12 conductor men- 
tioned above is equal to the square 
of the diameter in mils—80.8 x 80.8 
or 6530 circular mils. 

Although wires are designated ac- 
cording to mils of diameter and cir- 
cular mils of cross-section area, and 
such data is commonly used in circuit 
calculations, the most common refer- 
ence for many sizes of wire is made 
according to the size designations of 
the standard wire gages. Electric wires 
are generally drawn to diameter sizes 
which correspond to the American 
Wire Gage (abbreviated AWG or 
A.W.G.), which is also called the 
Brown and Sharpe (B. & S.) wire 
gage. 

According to this gage, each size 
of wire is given a number ranging 
from No. 40 the smallest size, up 
through No. 1, No. 0 (read as “one 
naught”) No. 00 or 2/0 (“two 
naught”), No. 000 or 3/0 (“three 
naught”) and, the largest gage size, 
No. 0000 or 4/0 (“four naught’). 
Wire sizes larger than No. 4/0 are 
designated according to their circular 
mil size, e.g., 500,000 circular mils. 
And in these larger sizes, the letters 
“MCM” are used to abbreviate thou- 
sand circular mils, so that 500,000 
circular mils becomes SOOMCM. 

It should be noted that in the gage 
sizes the higher numbers are the small- 
er wires. Thus No. 12 is a smaller 


wire than, say, No. 4 and No. 1 is 
smaller than No. 1/0. And, of 
course, the ability of conductors to 
carry current increases with increase 
in size. Such current ratings for wires 
may be based on the capability of the 
insulation on the wire to withstand 
the heat developed by the I°R energy 
loss in the wire or it may be limited 
by the voltage drop in the wire. 

As described previously, electron 
flow through conductive materials de- 
pends upon the relative “looseness” 
of the atomic structure of the ma- 
terial. When the structure is very loose 
so that there is very low obstruction 
to current flow, the material is said 
to have “low resistivity” or, describ- 
ing the reciprocal “high conductivity.” 

If the structure is relatively tight, 
the material has “high resistivity” or 
“low conductivity.” For any conduc- 
tor, the resistance—in ohms—of a 
given length depends upon the resistiv- 
ity of the material, the length of the 
wire and the area of 
the wire in accordance with the for- 


cross-section 


mula— 
L 
R=p— 
A 
where, R = the resistance of the con 
ductor in ohms. I the length of the 
wire, A the area of the wire cross 
section and p (the Greek letter “r” 
pronounced row) the resistivity. 
The unit of resistivity is often ex- 
pressed in ohms per circular-mil-foot. 
This is the resistance of a wire of the 
given material which is one circular 
mil in cross section and one foot long 

Resistivities of various metals are 
shown in the table on the opposite 
page. Example: Find the resistance of 
a 100-foot length of copper wire with 
a diameter of 5 mils at 20° C. 

The resistivity of copper in this 
case is 10.37 ohms per circular-mil- 
foot. The cross-section area is (5)? 
or 25 circular mils. The total 
ance, then, is— 

R = 10.37 x 100 feet 
mils or 41.48 ohms 

The example illustrates that resist- 
ance increases with length of the 
wire but decreases with increase of 
wire cross section. 


resist- 


25 circula 
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Wholesaling 


Following up on EW’s November cover story, 


a distributor states categorically . . . 


Want 


Resate Price Schedutes? 
- 6 


o~ 


The Pricing Problem 





In its role as a forum for the industry, ELECTRICAL WHOLESALING has 
often published constructively controversial articles and resultant letters 
from readers reflecting their reactions—pro and con. We invite this 
air-clearing discussion. Many readers do take pen in hand. Seldom 
do they go into such detailed analysis as you will find in this article. 
Lester May is president of May Electric Supply Co., Kewanee, Ill. 
He is also a member of the Catalog Committee of the National Asso- 
ciation of Electrical Distributors. This article will take you step-by-step 
into his reasoning on realistic resale price schedules. You may agree 


or disagree—but you certainly will react. 


If you wish to add your 


opinions, we’d welcome them for publication! 





EALISTIC versus fictitious prices 

this is the topic of the lead arti- 

cle in the November, 1960 issue 
of ELECTRICAL WHOLESALING. This 
article, on 57-61, as well as 
Ganzenmuller’s “Times and 
Trends” recap on the subject, on page 
8, cites how the distributors contacted 
react to this important subject. Mr. 
Ganzenmuller believes that the ma- 
jority are right in their decision to 
advocate realistic price schedules. 

This is a subject that I have been 
concerned about for many years, and 
I made my thoughts known on this 
subject, primarily in the wire indus- 
trv, by my remarks at the NAED 
wire and cable committee meeting in 
Dallas (May, 1960) and by letters di- 
wire manufacturer who 
had just republished a price sheet, re- 
ducing prices to more realistic levels 
and eliminating a set of chain dis 
counts. 

The unrealistic and 
fictitious price schedules seem to be- 
lieve that this method them 
“more room” to negotiate and in 
turn gives them better margins. I be- 
lieve that this is a misconception and 
that their arguments are weak. Here 
are some reasons behind my thinking 


pages 


George 


rected to a 


advocates of 


allows 


pro and con: 


Comment on “Times 
and Trends” Editorial 


I am in accord with 
who stand for realistic 
ules. The article 


the majority 
price sched- 
leaves no doubt in 


58 


my mind that the editor is in accord 
with the majority, too. 

I do not believe that we have 
traveled too far down the discount 
road to turn back, and I believe that 
price sheets prepared and printed by 
manufacturers in accordance with 
NAED Suggested Standards and at 
realistic price and quantity levels will 
help bring us back on the right pric- 
ing road 

I do not agree with the distributor 
who wants a larger gross profit so 
that he can work his discounts as he 
sees fit, and I do not believe that 
“such a system” is conducive to 
greater retained margins. I believe 
that the reverse is true. 

The article says, “Finally, the day 
arrives when resale schedules become 
sO meaningless that manufacturers 
give thought to discontinuing them 
entirely We are nearing that 
point now and everything should be 
done at this point to reverse that 
trend. During one of the last wire 
price changes, a number of manufac- 
turers didn’t print wire sheets for dis- 
tributors to use as a resale 
They just printed distributor's 
and this is really serious. 
rheir attitude is that no one uses the 
sheets anyway, so why print them 
We want sheets that can be used. 

What sheet do distributors use in 
selling? Must they go into the print- 
ing business and print their own 
sheets? Once they do this, what simi- 
larity would there be between one 
distributor’s sheet and another’s? Ab- 


basis 
cost 
sheets 


solutely none. The distributing indus- 
try must ask the manufacturers to 
publish trade net price sheets allowing 
the distributors adequate margins but 
not fictitiously high margins that en- 
hance of the possibility of discounting 
and price-cutting. 

Che paragraph in this article which 
starts out, “If you want to rate ace- 
high with a particular manufacturer,” 
is exactly right. The main concern of 
the manufacturer is for the distribu- 
tor to move merchandise, regardless 
of price or the other conditions 
that are mentioned. I have attended 
the NAED national conventions for 
many years, and I can see how some 
distributors rate ‘“ace-high” with 
manufacturers because they are mov- 
ing a lot of merchandise. Whether 
they pay their bills promptly or 
whether they cut established prices is 
not of too great importance. 

I have distributors moving 
large quantities of materials on the 
“first name basis” with the 
wheel” manufacturers, and | 
am also cognizant that some of these 
same distributors are in a precarious 
financial position. 


seen 


so-called 


“big 


Comment on Distributors Quoted 


One Boston distributor says, “But 
for selfish reasons, I would prefer the 
fictitiously high price schedule.” I be- 
lieve this distributor is truthful when 
he said for selfish reasons, because he 
wants to gain an advantage by offer- 
ing discounts over and above what 
legitimate distributors will offer in 
order to steal business. 

Another distributor reported, “Re- 
alistic prices reflect actual prices; 
make things much simpler for the 
wholesaler; give the market stability, 
respect and prestige; create reason- 
able profit margins and discourage 
price-cutting.” This fellow has made 
a really good condensed statement, 
and I agree with him wholeheartedly. 
The one who says, “Fictitious prices 
create confusion, disruption and more 
work for the already time-pressed 
distributor,” is absolutely right, also. 

Another distributor says, “Fictitious 
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an De 


prices give the wholesaler a_ better 
opportunity to be more flexible in his 
pricing and to make a better profit in 
when discount is the dictator 
like to 
the part which says, 
what does 
In my opinion, it is glorified wording 
for “no policy.” It means 
whatever the traffic will bear, selling 
under terms that the customer dictates 
and the giving of extra services to an 
extent the distributor afford 
It means anything to get the business 
When a manufacturer gloats that he 
is “flexible,” can be 
confident that you are not getting his 
“best This manufacturer will 
bend as much as he is pressed and 
will contribute 
bility and confusion 
tor advocates 


an era 
of selling.” I'd comment on 
“more flexible,” 
because just this mean? 


+ 


to charge 


cannot 


you reasonably 


deal aig 
much towards insta 
When a distribu 
“flexibility,” it is the 
same story, and I believe it is only a 
dressed-up word for no sales policy 
at all 

Fictitiously high price sheets play 
right into the hands of the “flexible” 
distributor and manufacturer. These 
are two of the top offenders we have 
in the industry. 

One of the comments from New 
York was in relation to manufacturers 
who go to contractors and offer a 
special price, and then come to the 
distributor with an order and have 
the nerve to sav, “What’s the matter 
isn’t 5% vou?” ] 
have a pet belief on this situation and 
I believe it could be expanded I would 
like all the 5% business we can handle 
or that our organization could create 
if it allowed a 5% net profit after 
“invoice cost” and the “operating bur- 
den” expenses. The fallacy in the 
thing is that many distributors don’t 
realize that the cost of an order is 
not the “invoice cost.” The cost of an 
order is the invoice cost plus the at- 
tributive operating burden, and if there 
is a 5% commission over and above 
these factors, the selling price would 
more resemble the realistic 
trade net prices we are asking the 
manufacturers to publish. Maybe it 
would even be higher 


good enough for 


closely 
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olved! 


In the comments from a New Jer 
butor, I take note that he 
present time, electrical 


s based on a realisti 


- 
with a 


0% profit to the dis 
Ihe gospel should be spread 
far and wide that this is not profit. 
It is margin. Profit is that part, if 
any, left after merchandise cost and 
operating expenses have been con- 
sidered. Even this figure is not net 
profit because actual net profits 
ounts that are left 

for this figure the 


trib tor 


i 


the small 


try has the unfortunate reputat 


operating at about 1° 
4 distributor 


“Honest list prices 


Boston sta 
should be main 
] 


from 


taine ill times; discounts played 


changed. If this 
make up 


es are 
were the se we could 
that would last for 
five years.’ In my opinion, this is not 
constructive thinking because the es- 
tablishment of a well-known list price 
or base price leaves nothing to sell 
but discount, and this will lead us to 
the poor house. 
I am strictly in 
distributor from 
as follows “As 


inventory sheets 


accord with the 
Atlanta commenting 
long as we have 
there will be less 
price-cutting. If the manufacturers 


throw in an extra 10%, a 


realistic pricing. 


lot of dis 
Start 
off realistically and keep it that wav 
Another distributor from Atlanta be- 
that we should have 
schedules on items that the con- 
would like 
margins or fictitious 
believe 
that I can see what he is driving at 
He has a problem, and it’s probably 
a lighting fixture display room 

I am all for the from 
Dallas who comments: “We are very 


tributors will give 15 I say 


lieves realistic 
price 
sumer never sees, but he 
to have extra 


prices on lighting fixtures. | 


distributor 
strong for concrete prices. We always 
adhere to them. All our 
based on manufacturers’ resale prices 
We sell net.” 

I regard as irresponsible the com 
ments Detroit distributor 
who says in part: “In fact, 1 would 
like to see all items sold at the price 


sheets are 


from the 


By Lester May 


President 
May Electric Supply Co. 


Kewanee, Ill. 


in the third column.” Here lies one 
of the deep roots in our pricing prob- 
lem and our profit picture. What this 
distributor is actually saying is that 
he does not believe that there should 
be a different price on small quantities 
than on large quantities. He is taking 
the position that it costs him no more 
to sell, edit, ship, post, price, 
bill and collect for 10 orders of 10 
each of an item than it does for one 
order for 100. Where can we get a 
responsible authority to explain this 
problem to the electrical industry and 
have it soak in? 

In my mind, there 
that the costs of handling small orders 
per dollar volume are considerably 
higher than handling larger ones, and 
to take the position that everything 
should be sold in the third column is, 
to say the least, “irresponsible.” 

A distributor from Detroit states, 
“We seem to make a much 
better profit when a big discount is 
offered.” I don’t know how he came 
about making such a decision as this, 
but he “We have 
found this to be especially true in the 
wire market. Even if price lists were 
realistic, we would still be expected 


cost, 


is no question 


always 


goes on to say, 


to offer a discount.” 

If the sheets were 
and the title of the sheet were “Trade 
Net Prices,” discounting would be less 
and less expected. I sometimes won- 
der if the wire people publish their 
price sheets purposely titled “List 
Prices” so that the distributors can 
knock themselves out discounting. 
Here is the present set-up for column 
headings used by wire manufacturers 
Note the emphasis on the word “list” 
and the unrealistic quantities shown 


price realistic 





List Prices Per 1000 Feet 
A B & 
$50 to $500 


List Value 
of Col. C 





Under $50 
List Value 
of Col. ¢ 


Over $500 
List Value 





Why not have all price sheets that 
distributors use in selling, including 
wire, titled “TRADE NET PRICES”? 


CONTINUED 





Pricing Problem (Cont.) 





What is “list price’ ? 


This certainly would help the wire 
market, as well as other products. 

One distributor from San Fran- 
cisco says, “I think the only answer 
is for the manufacturer to give greater 
printed margins.” This fellow is for 
the unrealistic or fictitious price 
schedules, because he believes that he 
can get more “inside discounts” than 
his competitor. If he can, he can give 
more inside discounts and steal some 
extra business. It’s all too confusing, 
unnecessary and actually raises the 
cost of doing business because no one 
can afford to “negotiate every order.” 

Another distributor says, “Once a 
customer gets the idea that he is en- 
titled to a 5 or 10% discount, he 
tends to forget posted price and thinks 
he is expected to bargain on every 
item.” This is just the point I be- 
lieved in all along. This fellow puts 
it very nicely. These fictitious price 
schedules open the door for the cus- 
tomer to bargain, and it is much too 
time-consuming because the customer 
will feel that he must bargain for a 
$1 item as well as a $10 one or $100 
one, and no one can afford this. It 
makes as much sense as getting esti- 
mates on your hair cuts before sitting 
down in the barber chair. 

Another distributor says, “It’s ob- 
vious that there is no confidence in 
printed prices right now.” He is pretty 
much right to a _ certain extent. 
Realistic price schedules will restore 
the confidence that is now lacking. 

A distributor from Angeles 
states, “Realistic manufacturers’ re- 
sale price schedules are the only basis 
for establishment of an orderly mar- 
ket. Otherwise the market becomes 
a ‘dog-eat-dog’ affair. It becomes 
lower and lower competitively until 
there is no more profit.” This dis- 
tributor sums up the situation rather 
well. 

Another distributor is in favor of 
realistic price schedules, but he goes 
on to state, “They should stick to a 
20% discount of the lower list price.” 
Here is another example of misun- 
derstanding what a list price is. Ac- 
tually, this distributor believes that 
the list price is the trade net price 
or the price that he uses in selling 
contractors or industrials. Here I be- 
lieve that he thinks that the list price 
is the same as the trade net price. 
It would go far toward solving some 
of our problems if we could get this 
“list price” term buried. 

Another distributor from Los An- 
“I favor fictitiously high 


Los 


geles says, 


60 


manufacturers’ price schedules. Re- 
sale prices to long-term established 
contractor accounts are inevitably dis- 
counted to a realistic level for both 
parties. Realistic pricing also kills off 
the hidden discounts which are our 
bread and butter.” What this fellow 
is actually saying is that he has sev- 
eral sets of prices, one for his “close- 
buying” contractor accounts or the 
ones who are pressing him for extra 
discounts and another set of prices 
for the accounts willing to buy at the 
sheet price. 


List Prices or Fictitious Prices 
Less Discounts 


While the article in the November 
ELECTRICAL WHOLESALING talks about 
fictitious prices, which could also be 
called unrealistic prices, also confus- 
ing prices—they just about add up to 
the same thing as list prices. 

I have posed this question many 
times to many men representing dif- 
ferent segments of the electrical dis- 
tributing industry: “What is a list 
price?” In most instances these men 
thought they knew what a list price 
was when they started to describe it, 
but the farther they got along in 
answering the question the more they 
realized that it actually didn’t mean 
anything because it is used so loosely. 

The first thing that comes to mind 
as far as “list prices” are concerned 
is what is the discount, and there you 
start your negotiation—a very time- 
consuming and fruitless experience. 
We in the electrical industry are 
spending too much time and effort 
negotiating the price on items and 
orders where the net price should be 
established and negotiation forgotten 
about. Most distributors have advo- 
cated for years “net prices,” but there 
are old traditions in this industry, 
older than many of us now in the 
industry, which are antiquated and 
need be revised. 

The historical list price and dis- 
count setup on safety switches has 
been the same for so long that we 
hate to admit we can remember. It 
is set up on a list price arrangement, 
and the manufacturers suggest 45% 
off list for orders under $100 list and 
50% off for orders over $100 list. 
It is purposely set up this way by 
the manufacturer so by quick calcu- 
lation a contractor or industrial de- 
cides that his net price is one-half 
of the list price. This is so for a 
quantity order, but it isn’t so for a 


small order. Of course, the trade can 
press for the quantity discount for a 
small quantity and get it from the 
so-called “flexible” distributors who 
bend any way the wind blows. 

If this old list less discount idea 
were abandoned and a net price for 
small quantities determined with an- 
other net price for larger quantities, 
I believe it would be much easier 
to sell at the right price. This list 
less discount is as historical in the 
wiring device business, and the pric- 
ing procedures here need a big over- 
hauling, too. The discount for stand- 
ard package quantities is well known, 
so the trade believes in pressing for 
it even on small orders. 

Fictitious prices or list prices with 
discounts are the handiest device ever 
conceived for the distributors to al- 
low quantity prices on small quantity 
orders. I defy anyone to justify the 
same unit price for a half-dozen lock- 
nuts as opposed to 100 locknuts 


Pricing, Pricing Practices 
and Procedures 


Art Hooper hit the nail on the 
head in his Dallas report to the in- 
dustry when he said in essence that 
the major problem for the industry 
was pricing, pricing procedures and 
practices. 

We can talk all we like about price- 
cutting, low margins, inadequate 
profit, unfair competition and most 
of our many other problems; how- 
ever, the industry will get to the root 
of this cancerous situation as soon 
as the pricing problem is resolved and 
corrected. These other difficulties that 
are held in such concern by the in- 
dustry are the aftermath of and are 
originated by a deplorable pricing 
situation and unbusinesslike practices. 
Margins, gross profits and net profits, 
good or bad, are the direct result of 
prices quoted and billed. 

In my remarks on June 10th, 1958, 
at the NAED Convention in San 
Francisco I said: “A reasonable goal 
should be—adequate profits in our in- 
dustry comparable to the manufac- 
turers’ profit percentages, now up to 
26% times greater than distributors’. 
Some manufacturers’ annual reports 
show net profit percentages higher 
than distributor’s gross profit percent- 
ages. 

“Every industry must compete for 
men and money. Unless we improve 
our profit picture in comparison with 
the other links in the chain, we will 
fail to attract or retain qualified men 
and adequate capital.” 

Of course, the industry is larger 
than it was 10 years ago, with new 
distributors and branches. How much 
of this expansion was financed with 

Continued on page 86 
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Imports: 


What's 
Their Impact? 


OREIGN IMPORTS of electrical apparatus and sup- 
plies constitute a threat to the U.S. electrical industry. 
Right now, however, these distributor-type equip- 

ment imports are more of a foreboding danger than 
an actual here-and-now situation that has a clearly 
defined impact. 

At present, the bulk of the electrical equipment im- 
ports touching U.S. docks are answering bids calling for 
low-priced, heavy material such as power cable, turbines, 
generators, transformers and other categories that the 
majority of electrical wholesalers don’t handle. 

This, in a nutshell, is what ELECTRICAL WHOLESALING 
found out in a recent 20-state, coast-to-coast survey of 
electrical distributors, contractors and manufacturers. 
EW also contacted members of the International Brother- 
hood of Electrical Workers and spokesmen for the Na- 
tional Electrical Contractors Association in its cross-coun- 
try survey. Through its scattered net of McGraw-Hill 
news bureaus; through means of telephone, telegrams 
and letters, a strong anti-import attitude running through 
every segment of the electrical industry was uncovered. 
The detailed results of that survey are on the following 
10 pages. 

Just because the rising tide of electrical equipment 
imports do not chiefly involve the type of material that 


February, 1961—ELECTRICAL WHOLESALING 


by Herb Cavanaugh 


can flood the electrical distributor's market significantly, 
industry spokesmen warn that this is no reason to sleep 
comfortably. Other domestic industries are groggy from 
the market-riddling effects of this country’s rich diet of 
foreign-exported goods. 

The point is this: some industries have been badly 
hurt. It can happen to others. And electrical apparatus 
and supplies imports—the kind electrical wholesalers sell 

are on the rise (see fig. 2). 


Is Wire and Cable a Worry? 


In a statement delivered to the Committee for Recip- 
rocity Information on August 26, 1960, Clarence W. 
Higbee, consultant for the National Electrical Manufac- 
turers Association to study import problems affecting the 
insulated wire and cable industry, said that this industry 
faces an imminent “and serious threat from import com- 
petition. Imports,” claimed Higbee, “have already caused 
serious economic injury to our industry in important 
markets.” 

Higbee went on to say that foreign manufacturers of 
insulated wire and cable are now entering the U.S. mar- 
ket in ever-increasing numbers. Following World War 
II, the only significant importation of these products 
came from Canada and the United Kingdom. “Today,” 
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Are distributors aware 


Higbee claims, “foreign manufacturers in 14 countries 
are competing in our domestic markets.” 

Holding up Japan as an example, Higbee says that 
a serious threat is presented by imports from Japan, 
which has only recently become an important factor in 
the domestic insulated wire and cable market. Imports 
from Japan, he adds, increased in 1959 by 1340% over 
the 1958 value. In the first six months of 1960, the 
“value of these imports is already nearly seven times 
the total in 1959.” 

“The projected value of imports of insulated wire and 
cable from all sources in 1960 
(1959) total by approximately 400% and is nearly 10 
times the 1958 total.” Higbee continued by saying that 
all available evidence indicates future rises in imports, 
“unless remedial action is taken promptly.” 

Here's a 14-country breakdown of U.S. imports of 
insulated copper wire, for 1958 and the first six months 
of 1960 


exceeds last year’s 





U.S. Imports of 1959 st Months 
Copper Wire, Covered: 1960 


Source Dollars 


Canada 787 
United Kingdom 764, 
Netherlands 

Belgium 

West Germany 

Spain 955.630 
Italy 44,182 
Japan 512.989 
Sweden 10.175 
Denmark 13.963 
Switzerland 698 
Norway 1.867 
France 2,499 
Australia 


rotal 


FIG. 1: the projected total value of imports of insulate« 

and cable from all sources in 1960 is 400% greater than the 
1959 total. Source: Copper Div. BDSA, U.S. Dept. of Com 
merce, from Bureau of Census data 





A spokesman for the Manhattan & Bronx Wire and 
Cable Co., Brooklyn, N.Y., says that he is not really 
worried about wire and cable imports. The firm dis- 
tributes wire and cable to U.S. electrical wholesalers 

“Foreign import representatives have come into this 
office from Italy, Japan and England, but we tell them 
it’s not our cup of tea. They could not meet the service 
problems that pop up in our business, and the savings 
involved from buying foreign wire would not be justi- 
fied; besides, there are a lot of hidden expenses in for 
eign wire and cable imports 

“We do not have five phones going at the same time 
on one desk, like brokers have. We like to pian oul 
stock ahead to service distributors over a given time 
We are interested in proper quantities, proper items, 
proper merchandise. Imports mean service problems 

“Another disadvantage is this: it hasn't got the kind 
of acceptance that makes it a going item in the market 
The only excuse for foreign manufacturers to sell here 
is their lower price. That doesn’t make it worth it.’ 
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of imports? 


Supplies Imports are Rising 


Foreign imports of wire and cable are not the only 
ns being shipped to the U.S. Recent government fig 
electrical apparatus and supplies imports 

risen in such categories as rigid tubes or 
electrical conduit; friction or insulating tape; 
attachments, plugs and switches (not over 10 

, cut-outs and fuses (not over 30-amps) and house 


) 
devices (see f 4). 





Import Do Electrical Apparatus and Supplies 
1959 1960 (est 


$113 S119 


f dollars. 1960 figure 
Pape category covers 


McGraw-Hill Wash 





such imports as small wire termi- 
nals, locknuts, squeeze-connectors, pole line hardware, 
motors and motor controls. Steel pipe is now, according 
to a recent Domestic Engineering report, 25% of the 
domestic market, with West Germany, United Kingdom, 
Japan, France, 


Australia, Belgium, Canada and _ Italy 


as the big producers. Growing factors in the steel pipe 
market are Sweden, Switzerland, Netherlands, Denmark, 
Yugoslavia, Mexico and India 

A Chicago electrical contractor says that the Japanese 
have developed a new thin-wall conduit “that is every 
bit as good as ours.” He says that the Japanese are 
waiting to get UL listing on it before attempting to 
market it in this country. When they do, he says, “I 
might buy it, if the price is low enough and | am 
forced to do so to meet competition.” 

Underwriter’s Laboratories in New York (¢ ily Says that 
it has not as yet approved any foreign imports of elec 
trical apparatus and supplies, but that it has no prefer- 
ence as to the type of listees. If foreign equipment 
meets up to their standards, “then we'll list it,” says one 
UL spokesman 

Too many electrical distributors, contractors, manu 
facturers and inspectors are content that foreign elec 
trical equipment in the apparatus and supplies area are 
not getting the UL label, says one industry leader. How 
long will this factor be a buffer against imports? 

A leadin 


g wire and cable manufacturer says that the 
trouble with the UL label is that it does not have any 


regard for the efficiency of the product. It is only di- 
rected at whether or not the merchandise will start fires 
A chief electrical inspector in the New England area 
claims that he has eliminated retail sales of Japanese 
equipment with no UL label. He has condemned fuses 
in complete switch board jobs sent from Canada. 
In one instance, electrical work on a big construction 
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job was awarded to French, Spanish, Belgium, German 
and Netherland firms. The specifications were written 
in Flemish. “The wire didn’t stand up under UL tests,” 
says the electrical inspector, “so I condemned it.” 

Asked what he knew of the import situation in his 
area, he remarked: “Among other things, motor controls 
and tools have been coming in for the past six or seven 
years, but sometimes I wonder if the electrical distributor 
knows anything about it.” 


What's the Outlook? 


The way it looks now, the import situation is not 
something that will dry up and blow away as foreign 
nations raise their standards of living and become more 
powerful economically. The fact is that Europe and 
Japan are making plans to expand their markets in the 
United States. Europe and Japan are no longer war-torn. 
Their desperate cries of export or die have faded. Lands 
of the Inner Six (Common Market: Belgium, France, 
Italy, Luxembourg, Netherlands, West Germany) and 
Outer Seven (Austria, Denmark, United Kingdom, Nor- 
way, Sweden, Switzerland, Portugal) are being termed 
new nations with a demonstrated capacity to export and 
import billions of dollars worth of goods annually 

And these countries have built up evidence that points 
to a full scale foreign invasion of our markets. Wages, 
though these countries are booming, are still consider- 
ably below those of the U.S. (see fig. 3).These differ- 
entials are reflected in direct and indirect labor costs, 
such as plant equipment and raw materials expense. 





Comparing Employment Costs 


United States 

Sweden 

Denmark 

W. Germany 

Great Britain 

Belgium 

France 

Italy 

Netherlands 

Japan 

Mexico 

FIG. 3: Average hourly wage and fringe costs in manufac 
turing in U.S. dollars. Source: U.S. Dept. of Commerce, 
Domestic Engineering. 





Foreign manufacturers have made extensive invest- 
ment in new plants and equipment designed to enable 
their products to enter our markets. 

The emergence of the Common Market and the Outer 
Seven will inevitably increase the efficiency and reduce 
the costs of foreign producers operating within these 
areas. This area, it is said, will not actually unify itself 
within the next three years, but the outlook is for uni- 
fication of the two European trade areas within the next 
five. Other countries will join the organization, and in 
the next ten years the harriers to free movement of 
goods might disappear. 

In addition, techniques of mass production and mar- 
keting will be developed on a scale previously impossible, 
and as efficiency increases and cost of production de- 
creases, foreign goods may become dangerous competi- 
tors—perhaps even to the extent of setting up more mar- 
keting agencies, huge warehouses and strategically located 
service points. 

Foreign products for the most part are of good qual- 
ity. Most people know they are cheaper. They meet 
few trade barriers on our shores. Foreign manufacturers 
get all kinds of encouragement from their own govern- 
ments in the form of favorable tax, credit and deprecia- 
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tion laws. Why shouldn't they be eager to expand their 
markets here? 


Imports: Good Points 


[he advantages of using imported products are: they 
are cheaper, sometimes better made. In some areas 
foreigners have had more experience than the U.S., 
such as in very high voltage induction furnaces. In 
many instances, foreign equipment means high standards 
and quality control. In one particular case, an American 
firm got a guarantee on all equipment bought—they 
couldn't get this from a U.S. firm 

Ideologically, free competitive trade is as ideal for 
the world market place as it is for a single country 
The country that can produce the best product most 
cheaply should do so, and buy elsewhere the products 
other countries produce most cheaply (therefore: trade 
barriers are false and should be eliminated). Politically- 
diplomatically, we want our allies to grow and prosper 
and keep out of the hands of international Communism 


Imports: Bad Points 


Ihe disadvantages of using imported products are 
service, replacement problems can be overwhelming. Ac- 
cording to Robert J. Lawrie, former electrical supervisor 
of a New York State metal processing plant, “everything 
is on a different standard; paperwork is confusing because 
it's in a different language; electricians were confused 
by symbols which were new to them—so it took longer 
for them to put equipment together, and therefore cost 
us more money. If something went wrong with the equip- 
ment, we had to go all the way back to Sweden 
meanwhile we suffered the maintenance problems in- 
volved. We had no maintenance schedules or specifi- 
cations. I had to write them myself. Why did we im- 
port? Because it was cheaper and we got a guarantee 
on the equipment. But it cost more to maintain it than 
it would have for American-made equipment.” 

Foreign imports also contribute to unemployment in 
domestic industries; a drop in the standard of living; 
investment capital is being driven abroad, meaning still 
fewer jobs here. The steel industry reports that 60,000 
employees are out of work due to foreign imports of steel. 

According to an IBEW spokesman on the West Coast, 
electrical contractors can become so dependent on for- 
eign imported electrical equipment that they can’t go 
back to domestically produced goods. “They become 
competitive with foreign-made equipment and can't go 
back to U.S.-made stuff without losing money.” 

Foreign imports could unsettle the electrical distribu- 
tors’ market and the entire American economy within 
the next five years. A NECA spokesman, again on the 
West Coast, says that “if these foreigners get all the 
electrical equipment, wholesalers are licked.” 

Engineering Editor J. F. McPartland, Electrical Con- 
struction & Maintenance, a McGraw-Hill publication, 
asks: “If the electrical contractor buys foreign elec- 
trical equipment, how does he get in touch with a manu- 
facturer when he wants him to stand behind the quality 
of the equipment he is using? If the item fails to work, 
what does he do with it? How compatible with U.S. 
construction standards are foreign electrical apparatus 
and supplies imports? What kind of certification do you 
have on operating capabilities claimed for the equip- 
ment? Did you ever think that the different standards 
make maintenance much more difficult?” 

A further disadvantage is this: competitors with no 
regard for quality can buy the cheapest imported ma- 
terials, underbid others who have quality standards and 
be instrumental in construction that has little safety or 
performance factors. Continued 
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It's not only a question of how much imports affect 
the electrical distributor, the electrical manufacturer, the 
electrical contractor. It’s a problem confronting the en- 
tire economic life of the nation. The ironic part of it 
is that the U. S. financed and aided many countries with 
dollars and technology, saving them a generation of 
research and rebuilding. 

At the same time we have bowed to their trade bar- 
riers set up against the U.S., while our own barriers 
have plummeted 80% since pre-World War II days. 


What Can Be Done? 


Something may have to be done about foreign electrical 
equipment imports, but the geopolitical facts of the 
present era forbid political or economic isolationism. The 
big question is, then: what can be done? 

e Distributors can emphasize their service instead of 
their price on domestic items they sell. That kind of 
service saves more money in the long run. It’s something 
you can’t get with foreign goods. The more emphasis 
on service—the more vigorously distributors promote 
their own products—the less of a market foreign pro- 
ducers will have. This also means that it will cut down 
on any foreign inclinations to set up warehouses and 
marketing and service agencies 

e Contractors can emphasize that they use only stand- 
ard American-made, tried and tested equipment on the 
job—equipment that’s easily maintained, easily serviced 
and easily replaced. 

e Manufacturers: Chris Bartlett, chairman of the 
NEMA Import Committee, says that his committee has 
taken steps to educate the nation’s businessmen on the 
problem of imports by preparing presentations to be 
made before various industry groups. This educational 
material, says Bartlett, is aimed at alerting electrical 
distributors, contractors and other members of the elec- 
trical industry to the dangers of electrical imports. The 
Import Committee is doing this so that the people they 
contact will understand, if and when the U.S. govern- 
ment takes action to alleviate the situation. 

“We want to demonstrate to everyone that it is neces- 
sary to buy American. Perhaps—sometime in the future 

we will even get down to the level of the manu- 
facturer’s salesman distributing this type of educational 
material to the electrical distributor,” says Bartlett. 

Mr. Takeshi Watanabe, former director of the World 
Bank, says that world economy has been so integrated 
that it has become interdependent. “It is not advisable,” 
says the Japanese spokesman, “for the United States 
to make any policies which might have a serious impact 
on Japan’s economic growth. The United States 
will expect further trade and foreign exchange liberaliza- 
tion from Japan.” Pointing out the “Buy-American” pol- 
icy, Watanabe said that this might bring about “retalia- 
tion from other countries” who might start movements 
of their own in the same vein. “This would impede free 
world trade.” 

The new Administration in Washington has made the 
following statements concerning imports: 

“No job and no industry in the U.S. is expendable. 
We must seek to expand production and employment 
opportunities. At the same time we must recognize that 
in a dynamic economy change is the order of life, and 
change can cause temporary dislocations in production 
and jobs. The important thing is to shorten the trans- 
ition period of change and make it possible for the 
affected industries and workers to find new and better 
employment and production opportunities. 

“I am confident that we can develop a foreign trade 
policy that is truly in the interest of the nation as 
a whole.”—President John F. Kennedy. 
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Import Impact (cont.) 





Suppliers: 


EVERAL U. S. manufacturers of electrical tape, wire 

and cable, fittings and boxes were contacted for their 
side of the story. According to one manufacturer, domes- 
tic electrical tape is being bothered by Japanese imports 
but in the non-critical areas of the electrical industry. 
The tape usually winds up in hardware stores where it 
can be sold retail to, as one NECA member put it, 
“moonlighters who put in foreign-made stuff, regardless 
of quality.” Japanese tape does not get the UL label 
and is of poor quality, says the manufacturer. 

Fittings, boxes, wire terminals, locknuts and squeeze 
connectors are also being dropped on U. S. docks around 
the country by the Japanese. Domestic prices of paper 
and lead covered wire and cable have been lowered 
because of foreign imports, but “building wire has not 
suffered yet because of the UL label,” says one manu- 
facturer; “because this market stinks and there’s no room 
for anyone else,” says another. 

Summing up the situation, one fittings manufacturer 
says, “why holler after the barn door is open? Start 
shouting now while this thing is still a threat and not 
a damaging factor.” 

Here’s what the manufacturers contacted have to say 

about foreign competition: 
e Electric Tape—A spokesman from a large tape manu- 
facturing company says that they are having practically 
no trouble from Europe on tape imports. “All our trouble 
is coming from the Japanese,” he says. 

“The quality of the imported tape is poor enough, 
fortunately for us, to be of no real effect on the critical 
markets. People have been burned enough by foreign 
tape failure on-the-job. Public utilities and OEM’s don't 
bother with it; it’s the retail hardware dealer who buys it. 


Distributors 


IXTY electrical distributors in 29 trading areas were 

asked if they had seen any evidence of foreign elec- 
trical imports increasing in their areas; if it hurt them 
business-wise; what type of equipment was chiefly in- 
volved; and what they are doing to encourage or dis- 
courage the sale of this equipment. 

According to the replying distributors, the national 
market is being punctured here and there with imports 
from England, Italy, Japan, Sweden, West Germany, 
Mexico, Spain and Belgium, but these products are main- 
ly heavy equipment such as power cable, generators, 
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Take Action Now—Not Later 


“If this tape does ever get a UL label on it, the only 
thing we can do is fight back at the competition by 
telling people where the foreign tape is coming from 
(this is when foreign tape is packed here by American 
firms) and promote our own brand name more vigor- 
ously.” 

e Fittings—‘There are a few small wire terminals com 
ing in out on the West Coast,” claims one large fittings 
manufacturer, “but that is not the end of it. They do not 
have the UL label on them (they’re of Japanese make) 

“Back in July we received from one major Japanese 
manufacturing company a catalog full of fittings plus 
some samples. The catalog was a dead copy of three 
major American fittings manufacturers’ catalogs. The 
samples we received were cheap, and it looked like you 
could bend them between your fingers. 

“There have also been a lot of Japanese split-bolt 
connectors hitting the market—especially on utility jobs 
in Chicago. We have reports of Japanese locknuts and 
cheap 90-deg. squeeze connectors coming into the mar- 
ket too. Occasionally we hear of the gyp distributors 
taking them on and throwing them in with a good order 
every now and then. You should see them, they are 
thin as the devil. 

“In Utah, an Italian concern was low bidder and sunk 
a job that included wire, cable, transformers and fittings. 
The equipment was ordered through an Atlanta, Ga. 
firm, but the whole thing was thrown out when samples 
of the fittings were received.” 

Another industry spokesman warns that if we don't 
alert the labor unions and the rest of the electrical indus- 
try, we will be in trouble in a comparatively short time 
“God help that the other side of the ocean should fall 


into the hands of Communism, but we have to look out 
for the economy.” 

A third industry spokesman says, “why holler after the 

barn door has been opened? Right now foreign imports 
of electrical fittings and boxes and all other electrical 
equipment that the distributor carries are more of a 
threat than an actual harm. Someone should start shout- 
ing now, before the threat of this competition becomes 
a reality.” 
e Wire and Cable—‘I don’t think it’s a threat right now 
in the building wire and cable field. Foreigners are not 
getting the UL label. It’s mainly the paper and lead 
covered cable that’s giving us the trouble.” 

A second wire and cable manufacturer say that the 
“only thing UL cares about is if it’s a fire hazard. They 
don’t care how efficient wire and cable is. They don’t 
care whether or not wire runs 600-v for 400 ft and then 
drops to 400-v for the next 300 ft. Yet, the UL label 
could make a lot of difference in the sales of foreign 
wire and cable in the electrical industry. The UL label 
is no reason to sleep comfortably.” 

“First of all,” says a third wire and cable manufac- 

turer, “the market stinks, and why should a foreigner 
want to manufacture a technical product like building 
wire when you have so many operations in manufactur- 
ing it and selling it in volume and when the profit picture 
is so darn stinking? There’s certainly no room for them 
in the field!” 
e Portable Wire—‘We haven't run into any trouble in 
this field, principally because foreign portable wire and 
cable have not been able to get the UL label. We do 
anticipate some intrusion in the future, however. What 
we will do about it, we have not yet decided.” 


Few Suffering, Some See Threat 


turbines and transformers. Imports of shelf-goods, pow- 
er tools, electrical tape, conduit, building wire and cable 
and other distributor-type electrical apparatus and sup- 
plies are seen as more of a potential danger than a present 
one. 

West of the Rockies, the queried distributors see in- 
roads being made into their market areas—more so than 
the rest of the nation. Wholesalers there are concerned. 

In Crosset and Little Rock, Ark., distributors report 
that foreign motors and motor controls are being ad- 
vertised and are cutting into their markets more and 
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more. In Oklahoma and New Mexico the same report has 
come in. Cleveland reports a slight increase. Dallas and 
Chicago report some brief attempts by foreign manu- 
facturers, who have had some success, but not amounting 
to much (except in the report of one Chicago distributor). 
Detroit, Atlanta, New Orleans, Phoenix, Ariz. 
and New York City report that light electrical imports 

are doing virtually no damage at all in their areas. 
Of the 60 wholesalers interviewed from Seattle to 
New York, 42 representative quotes are presented here 
CONTINUED 
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‘Maybe 


from 16 United States trading areas: 


e Los Angeles—E. A. Hall, Hollywood Wholesale Elec- 
tric Co.: “The growth of foreign electrical imports has 
been very small in construction materials. The surge 
seems to be in retail products, such as foreign-made 
radios and motors. There hasn’t been a change in this 
situation in several years.” 

e S. W. Mesick, Los Angeles Wholesale Electric: “We 
were approached on European wall materials and lamps 
about six months ago, but so far all I’ve done is to get 
some foreign transistor radios for some of my customers. 
We sold some Christmas tree sets where the lamps were 
made in Japan. There is no rise in standard business or 
construction materials imports. We wouldn't buy it be- 
cause of the difficulty in getting replacement parts.” 

e J. F. Hrabetin, Gough Industries Inc.: “I wish Los 
Angeles would follow the example of Long Beach 
(Calif.) and insist that only goods made in the UV. S. be 
used. Imported foreign electrical equipment is definitely 
coming into use in the Los Angeles area. We lost thou- 
sands and thousands of dollars’ worth of business with 
the Los Angeles Department of Water and Power, and 
the increase last year was terrible. Even Germany has 
entered the market now along with Sweden and Japan 
(the latter is shipping steel to the West Coast). I wish 
someone would put up a holler in Washington. We can- 
not compete with foreign labor standards. All this is on 
the big stuff, however, and they haven't come after the 
little construction equipment yet. One manufacturer 
closed their plant here because so many of the Christ- 
mas tree lights sold in the U. S. were manufactured in 
Japan.” 

e Stanley Johns, The Electric Corp. of California: 
“Foreign-made equipment is a constant and potential 
threat but I have no first-hand knowledge as to where 
it has been a threat. I have heard that there is lots of 
Japanese conduit and cable on the market, but I have 
not seen it. Some English motors have been on the mar- 
ket here for some time—two or three years—and elec- 
trical distributors are encouraged to sell them, but a good 
percentage of the motors are sold direct by the manu- 
facturer anyway.” 


e San Francisco—Ed Buerkel, Incandescent Supply Co.: 
“We are not finding that foreign electrical imports are 
creating any competition for us. At the present time we 
are handling one foreign line, a Belgian ACEC motor. 
[here is a rumor you might check out that some equip- 
ment on the market is being passed off as U. S.-made, 
but is really made in foreign countries.” 
ED. NOTI The Federal Trade Commission has char ged 
two affiliated Rochester, N. Y. concerns with misrepre- 
senting that various Japanese-made equipment is domes- 
tic and that they manufacture the products, when actually 
the equipment (plastic electric tape and solderless service 
connectors, for example) is imported in bulk and wrapped 
and packaged for distributors and retailers by independent 
contractors. An additional charge is that the respondents 
have not adequately marked the products to show foreign 
origin, thus misleading prospective purchasers into be- 
lieving the products are of domestic manufacture. See 
Top of the News, page 10. 

e C. W. Martin, Gilson Supply Co.: “We have felt the 
influx of foreign pipe. Besides pipe, we have seen a 
substitute for polyvinyl chloride tape made in Japan, used 
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imports are hurting us 


in TW wire. We've been approached to use it but we 
refused. Reason: costs 25 to 30% less but won’t increase 
our volume any. If this tape gets started in U. S. mar- 
kets, some boys are going to buy it cheaper but they’ll 
sell it at the usual U. S. price. Then we'll probably have 
to take on the line.” 

e Harry Perl, State Electric Supply, Inc.: “Foreign 
equipment is no problem in our field yet, at least not 
for the smaller companies in the wholesaling end of the 
business. We go completely on UL approval. But it poses 
a question for the future. We are concerned.” 


e Phoenix, Ariz.—‘The electrical imports in our area 
are negligible. We should try to forget about the for- 
eigners and study the extreme lack of character in our 
own local industry”—anonymous. 

e “Foreign electrical equipment has increased in our 
area about 5% in the last 10 years, but it’s not hurting 
our business yet. The imports are mainly large trans- 
formers’”—anonymous. 
e Albuquerque, N.M.— “Imported foreign electrical 
equipment is coming into use more and more in this 
area, but it’s not hurting us too much at the present 
time. The increase is on pole line equipment, steel-fitting 
items and transformers”—anonymous. 

e “In the last 10 years, electrical imports have in- 
creased about 100% and we are losing sales in motors, 
motor controls, lamps and transistor radios. We have re- 
fused to sell or take on any foreign brands”—anonymous. 


e Dallas—‘I understand some foreign electric motors are 
being used, and it’s possible for a purchaser to buy a 
foreign piece of equipment and not know it. Trouble? 
None at all. Not in our end of the _ business”- 
anonymous. 

e Alex Meletio, Meletio Electric Supply Co.: “Some 
Japanese electric tape drifted in here a while back, but 
it faded out again as soon as they found out what poor 
quality it was. It’s not hurting our business.” 

e “It is not hurting us directly, but it could be dam- 
aging us indirectly. Customers find out they can buy an 
import cheaper in one field, and it causes them to look 
around in another field. Lots of times it’s not available, 
but they still look. We discourage the use of foreign 
imports whenever we can. In conversation, we approach 
imports from the standpoint of service, quality and loy- 
alty to home industry”—anonymous. 

e James A. Morrow, Smith Perry Electric Co.: “I 
think there may be a small increase, but it’s not enough 
to worry about. About a year ago we had a little plastic 
tape coming in but it wasn’t approved by the city in- 
spectors. There is not an item in our stock that isn’t 
U.S.-made.” 


e Oklahoma City, Okla—‘It’s on the increase here but 
I don’t know what the percentage is. In some cases it’s 
hurting our business because of the lower prices offered. 
The principal equipment involved is electric motors and 
motor controls. We have adopted a ‘Buy American’ 
policy to combat the practice’—anonymous. 

One other distributor was contacted in Oklahoma 
City. He claimed that his firm had not encountered for- 
eign competition in his area to any great extent. 


e Tulsa, Okla.—“Imported foreign electrical equipment 
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and we don't realize it’ 


is increasing in this area. In the past 10 years it has 
jumped about 100% in heavy equipment, switchgear 
transformers, etc. It’s hurting our business because of 
the low prices, and the only thing we are doing right 


now is talking against it’——anonymous 


e New Orleans, La.—‘So 
foreign electrical apparatus 
anonymous. 
e Crosset, Ark.—‘Imported foreign electrical equip 
ment is coming into use more and more in our area. It 
has increased from 0 to 20° of the market in the past 
10 years and right now it’s depressing price levels and 
taking business away from domestic electrical manu- 
facturers. The type of equipment chiefly involved is elec 
tric motors and motors controls. We are encouraging 
customers to buy U. S. equipment only, but it’s an up 
hill struggle’—-anonymous 
e Little Rock, Ark.—‘Foreign electrical equip 
has increased to the tune of several hundred thousan 
dollars worth in the past 10 vears in this area, but it’s 
all been heavy equipment, the kind we do not sell 
“Foreign made motors are now being advertised in 
our territory and they will really hurt our business if 
customers decide to purchase them (ED. NOTI re 
electrical contractor in Little Rock has already started 
purchasing them. Look for this under contractor 
marks.) We try to overcome this by bringing uy 
question of adequate service if «2 motor 
defective’”—anonymous 
e Atlanta, Ga.—J. | Thompson, Thompson-Wilson 
Co.: “I know of only one job where foreign electrical 
equipment was used—and it was heavy equipment. We 
receive sales literature from West Germany—principally 


t 


on lighting fixtures—however, we haven't even acknowl 
edged receipt, much less purchased anything re 
strictly American-made products.’ 
Five other electrical distributors were 

this area but they all claimed that there w: 
stemming from the uses of foreign elect 
nor had they even heard of any in that 
e New York City 
have no impact to my knowledge. In the first place the 


“These imports that you speak of 
unions wouldn’t allow it, and they are very powerful 
here in New York. The union that installs switchgear 
also organizes the plant that makes it. We are not wor 
ried about it and we don’t think it’s much of a threat 
because you have to have material available at point 
of sale. You can’t do this very well with foreign equip 
ment —anonymous 


e Detroit—Ben Smith, sales manager, Fife Electric Sup 
ply Co.: “The only instance that I know of is one case 
of a customer buying some Japanese-made flashlight 
batteries. The battery requirements of the firm buving 
these batteries is about $8,000 a year, but the company 
does not spend all that in Japanese batteries (20% lower 
than U. S.)—only a few 

Three other distributors in the Detroit area were in- 
terviewed, but they all replied that they have not felt 


the impact of foreign electrical imports 
e Cleveland—Philip Leff, Leff Electric Co., Cleveland 
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“We haven't been pothered by them. We don’t even talk 
to the people who sell the stuff. We have been preach- 
ing to our people and they have been telling the people 


‘you make your living here, spend your 


the call on 
money here! 

e “Unquestionably it has increased. We are not tak- 
ing part. It hasn’t yet affected the commercial or indus- 
trial end of our business. It’s hit the consumer goods 
very hard, especially from the glass standpoint. We aren't 
doing anything about it, but we are not lending our sup- 
port to it. While it comes to a matter of force, we can't 
tell what direction we will move in”—anonymous. 

e “One or two small items from West Germany are 
about all we’ve seen. Our customers don’t buy it. They 
don’t need much encouragement to ‘Buy American’ ” 
anonymous 

e “There were some rumblings about a year ago 
concerning imported Japanese bearings. But other than 
that, we don’t hear about any foreign business coming 
in and hurting us. Maybe they are hurting us and we 
don't know it”’—anonymous 
e Chicago—Rollie Hil Hawkins Electric Co.: “The 
problem hasn’t come up. Why should I go out to people 
and say, ‘Buy American’; they would only ask, ‘is there 
anything else?’ The only nibble we’ve had has been from 
an English motor manufacturer to take on his line. But 
we haven't bitten.’ 

e Frank Santschi, Englewood Electrical Supply Co 
“The only thing I have seen has been an attempt by a 
Mexican firm to market thin-wall fittings here. The 
price was a great deal lower than domestic, but our 
contractors want nothing to do with them. We have an 
open mind about foreign products. We aren't trying to 
prevent a foreign firm from coming into our market 
But as I mentioned with the Mexican firm, it doesn’t pay 
to stock an item if you can’t sell it.” 

e “It’s increased slightly here and some foreign firms 
have made overtures to us but we won't touch it. Like 
some of that English cable we've heard about: it doesn’t 
have the UL label”—anonymous 

e Harvey J. Rice, Harlo Electrical Supply Co.: “I would 
say foreign electrical equipment coming into this area 
has increased by 10° in the last 10 years and it has 
hurt us. The cost of some foreign goods is so low that 
if you make a normal markup—say 20°‘ you still cut 
your normal profit in half. We carry some foreign 
Christmas tree lights because it’s part of our market.” 


e Minneapolis—“There have been no noticeable gains 
in the sale of foreign electrical equipment in this area. 
The only equipment involved is lamp bulbs, but it’s not 
hurting us any. If it does become a problem, we'll meet 
it simply by pushing the sales of our own merchandise 


a little harder’—anonymous. 


e Billings, Mont.—‘“Imported electric equipment has 
increased in this area at least 200 to 300% in the past 
10 years. It’s hurting us business-wise by causing lower 
profit while we attempt to meet the competition that 
comes from these foreign-made electric motors and high 
voltage porcelain insulators. The only people who are 
using this stuff are the ‘price buyers’. We can only at- 


tempt to sell service and point out that it’s an advantage 
which can only be given best on domestic products 


Otherwise, there is little that can be done”—anonymous 
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Are Contractors Changing 


WENTY-ONE electrical contractors in over 15 trading 

areas from coast to coast were interviewed and asked 

if they were using foreign electrical equipment on the 

job, what kind they were using and if they planned to use 
more of it in the future. 

Of the electrical contractors reached, four replied 
that they might start using foreign equipment because 
of the competitive factor; four replied that they were 
not using it now and did not plan to use it in the future; 
two said they are using it now and plan to use more of it. 

One electrical contractor says that he visited Japan 
and saw a thin-wall conduit there which “is every bit 
as good as ours.” The contractor says that the Japanese- 
made conduit is waiting for the UL label before market- 
ing it here. “When they do” he says, “I might take it on, 
if I am forced by the competition.” 

Here are remarks made by representative contractors 
about foreign imports: 

@ San Francisco—“We are not increasing our use of 
foreign electrical equipment on our jobs,” says James L. 
Dellos, Weber Electric Co. “We don’t know too much 
about foreign quality, but we do know of a British bat- 


tery which is far superior to anything produced here. 
We used it on one project and had to get special per- 
mission because it was not U. S.-made. We plan to stick 
to American-made products unless there is a drastic 
price change on either side of the ocean.” 

e Oklahoma City—‘We aren't using it now nor do we 
plan to use it in the future’—anonymous. 

e New Orleans—‘The only foreign equipment we're 
using are some imported hacksaw blades and they’re of 
poor quality. We will not use any foreign electrical 
equipment—at least, not by choice. Please send us any 
information as to why we should not use foreign imports. 
We are dead set against it and we want to inform our 
competitors of the disadvantages”—anonymous. 

e Dallas—Bob Roy of Rob Roy Electric Co.: “We 
aren’t using it but ’'ve seen some foreign-made switches 
in the cheaper residences—and even in the more expen- 
sive ones where price is a factor. Most of what I’ve seen, 
I don’t like, but maybe that’s because it’s just new to me. 
I say: ‘Buy American’ and save your job.” 

e Houston—David Craton Electric Co.: “We haven't 
used any yet. I have seen a few combination welder- 


Contractors Association: 


WENTY-ONE representatives of the National Elec- 

trical Contractors Association in 9 different trading 
areas were asked if foreign electrical equipment was 
coming more and more into their areas; how much it 
has increased over the past decade; what type of equip- 
ment is chiefly involved; what the price picture is; how 
it compares with American standards; and what its qualli- 
ty is like. 

Except for Los Angeles, San Francisco, Des Moines, 
Iowa and Cleveland, NECA managers replied that for- 
eign electrical imports in distributor-type equipment are 
not kicking up too much dust around the United States 
NECA members in New Orleans, Albuquerque, Atlanta 
and St. Louis claimed they did not know of any foreign 
imports at all in their areas. 

A problem does lie on the West Coast, however, 
where, says a NECA manager, “there’s no control over 
imports.” Most of the imports are in heavy equipment 
but as another West Coast NECA spokesman says, “when 
the foreigners get in on everything, wholesalers are 
licked.” 

e Los Angeles—A local NECA spokesman says that he 
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has not heard any protests from NECA members about 
foreign electrical imports, but the “consensus of opinion 
is that they are on the rise and have been a constant 
threat for some time. They will affect us to a much 
greater extent in the future. Trouble is, there is no control 
over imports—material gets UL approval, and as long 
as it meets these standards it can be used”—anonymous. 
e San Francisco—According to E. J. Weber, San Fran- 
cisco chapter of NECA, “foreign imports in the electrical 
field have increased, but not too much yet. Some Japanese 
stuff is getting the UL label and when the foreigners 
break into all types of electrical equipment, the whole 
sale industry will be licked. Right now most of the 
imports are heavy equipment (steel towers, big gererators, 
motors). On the small stuff, packaging is not bad at all. 
As for replacement parts, Japanese equipment often 
contains lists, by index number, of U. S. parts which 
can be used for replacement. One manufacturer even 
specifies everyday batteries as a replacement.” 

e Albuquerque, N. Mex.—‘“We find that foreign elec 
trical equipment is not on the rise here and the per- 
centage increase in the past 10 years has been very little. 
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Their Minds about Imports? 


generators and they look pretty good. I might use im- 
ported eventually, but I don’t foresee any opportunity.” 
Another electrical contractor says that “it would 
not be difficult to learn how to use foreign electrical 
material, but you’d have a hard time trying to get the 
consulting engineers to approve it. We won't touch it 
unless we are forced to, but we feel that it will become 
a problem in construction years from now if it follows 
the trend of everything else.” 
e Chicago—Leo Witz, Continental Construction Co., 
claims that at present they are not using any foreign- 
made equipment. “In this country I haven't seen any 
small equipment—only the large stuff. But I was in 
Japan recently and I saw a manufacturer there who has 
developed a thin-wall conduit that is every bit as good 
as ours. They are waiting for a UL label so they can 
market it here. We will use it if the price is low enough; 
if it has the UL label and if we are forced to do so to 
remain competitive. It'll be another year, at least, before 
it’s dropped on our docks—if at all.” 
e Santa Fe, New Mex.—‘So far we have restrained from 
purchasing foreign equipment, but economic pressures of 


the terrific competitive situation are causing us to recon- 
sider. It’s quite evident that we must give consideration 
to the non-productive fringe benefits in our electrical 
industry. Too many union demands are for items of 
convenience rather than take-home pay, while foreign 
production is based on the cost of productive hours”- 
anonymous. 

e Little Rock, Ark.—‘*We are using more and more 
foreign-made electric motors on the job. They are of 
good quality, more competitive, easy to learn, We'll be 
using more of them in the future”—anonymous. 

e New York City—*Right now foreign imported stuff 
is not a big factor around here. The electrical distributors 
we buy from are not carrying the stuff either. It’s very 
hard to say whether we will go into buying this equip- 
ment in the future, but from the service and quality 
standpoint, I don’t think so—not even in the next three 
or four years. 

“One thing heavy equipment imports in the wire and 
cable field have done, though. They have lowered the 
price of domestic paper and lead covered cable. However, 
we still carry only domestic’—anonymous 


Hot Spot West of Rockies? 


Main foreign electrical imports right now are large type 
switchgear, turbines and generators. Quality seems good 
and they are below domestic costs’”—anonymous. 
e New Orleans—*There has been no increase in foreign 
electrical equipment here in the past 10 years. As a 
matter of fact, foreign electrical equipment used by 
electrical contractors in this area has decreased to the 
point of being practically non-existent”’—anonymous. 
e Atlanta—Two contacts were made in Atlanta, Ga. One 
was with H. C. Weir, southern field representative for 
NECA and the other with G. L. Peterson, manager of 
the local chapter. The third contact was with R. W. 
Allison, another local official. All agreed that they did 
not know of, nor had they heard of, any foreign elec- 
trical equipment being used by local electrical contractors. 
¢ Detroit—George P. Phillips, mid-west field represen- 
tative for NECA, says that some foreign manufacturers 
can duplicate our electrical equipment very accurately 
and “I’m pretty sure domestic distributors must be 
stocking, but I have not seen any evidence in the areas 
I’ve traveled in.” 

Perry Shilts, a NECA spokesman from Detroit, says 
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that the only problem in Detroit was a Swedish firm 
that turned up as low bidder on a city generator. 
Eventually, an American firm was awarded the bid. 
“There is no problem here, and if there is I am not aware 
of it.” 
e Chicago—Jack W. Collins, NECA spokesman from 
Chicago, says that “unless electrical distributors start 
taking on foreign apparatus and supplies, we won't see 
any. Domestic equipment is readily available to our 
contractors to purchase through electrical distributors 
and our distributors almost always sell American goods.” 
J. A. Murray at another Illinois NECA chapter, claims 
that he has not heard very much at all about foreign 
electrical equipment in the area. “We did have a case 
some time ago in southern Illinois. A contractor put in 
some Italian cable rated for 138-kv but it broke down 
at 18-kv. I haven't seen any switchboxes, conduit or 
other small items in the Chicago area.” 
e Cleveland—“I know there has been some coming in, 
but I can’t say that it has been increasing. A few years 
ago the city bought a large Swiss generator but we 
haven't heard about it since. When the city buys some- 
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The price edge of imports 


thing to specifications, it would have to be the price 
that fits the contract”—anonymous 

A NECA spokesman for American Line Builders 
Chapter, Cleveland, says that the question of foreign elec- 
trical imports is not hot among contractors right now 
“not among the contractors we have in our membership. 
The only foreign goods we'd use is foreign steel. There 
has been some Italian steel in this area. All the rest of 
the material is furnished by electrical distributors” 
anonymous. 

A third NECA spokesman in Ohio claims that the 
biggest problem is with the heavy stuff—‘the specially 
built and designed equipment. Distribution is so weak 
that the smaller foreign type of electrical equipment 
doesn’t have a chance to penetrate the market. The 
electrical contractor goes to the distributor for his day- 
to-day needs, and I don’t know of one distributor making 
any kind of pitch on foreign electrical equipment—dquality 
or price-wise. Besides, electrical contractors form habits 
and go to the same suppliers. It saves time. They don’t 
go around shopping for a few cents off 

“A lot of our members do industrial work. Are they 
going to go into an American manufacturing plant that 
may be having its own troubles with foreign electrical 
equipment and start installing it?”—anonymous 


e Dallas—William F. Abright, NECA in Dallas, says 
that there has been a slight increase. “But it’s been from 
zero to one per cent. I’ve seen magnetic motor starters 
from Germany and I've heard about a low grade elec- 
trical tape. Quality? The stuff I've seen looks different, 
but any of the starters would fit in with the various 
domestic motor sizes. Visually, it checks out O. K., but 
you'd have to use it to know. I’ve seen a lot of plastic 
foreign enclosures—they seem to use a lot of plastic 

I don’t think they’d be strong as steel.” 

e Houston—‘! haven't seen anything in this area, but 
I've heard talk about some imported heavy equipment 
in New Orleans anonymous 

e Corpus Christi—J. W. Halbrook, NECA: “I hear that 
iround San Antonio they’re using heavy electrical equip- 
ment from Switzerland and Germany. Even if this equip 
ment did measure up to our standards I'd be slow to use 
it. I understand getting replacement parts is a long, 
drawn-out affair 
e Tulsa, Okla. 
mpact here. The only equipment used here or offered 


Foreign imports have no particular 
l 
are control devices and our members are not using 
them”—anonymous 

e Des Moines—‘It’s increasing all right. It's more than 
doubled in the past 10 years and the equipment chiefly 


Electrical Workers Locals 


IFTEEN spokesmen for the International Brotherhood 

of Electrical Workers were contacted in 15 major 
trading areas of the United States. They were asked what 
they knew about any increases in foreign electrical equip- 
ment and what their policies were regarding these im- 
ports. 

According to the seven replying IBEW members, 
there’s an increase on the West Coast. In Fort Worth, 
its a threat. In Detroit, IBEW uses “Buy American” 
stickers. In Cleveland, they won’t handle it; and in 
Atlanta, “contractors don’t even use non-union equip- 
ment—much less foreign.” 

Here are some detailed quotes of the members: 

e Los Angeles—An IBEW spokesman in Los Angeles 
claims that members of his union, who are employed by 
the Los Angeles Dept. of Water and Power, have no 
trouble with imported foreign electrical equipment—*we 
install it. Occasionally, the department buys switchgear, 
transformers and generators from Switzerland, England 
and Italy. Under the California law, a public utility must 
buy material from a local source if it is available, but 
under the Los Angeles city charter the public utility must 
buy from the lowest bidder. The conflict is solved by 
which has the primary interest—city or state. In the 
case of Los Angeles Dept. of Water and Power, it was 
decided that the city was of primary interest, so foreign 
equipment was purchased’”’—anonymous 
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George O’Brien, business manager of Local 11, IBEW 
in Los Angeles, another chapter of the union, says that 
he represents 9,300 electricians. Digging at the use of 
foreign electrical equipment by the Department of Water 
and Power, he says “a publicly owned utility should buy 
American. Sure, there’s a difference in price (recently 
the above mentioned utility bought two transformers from 
England. Cost: $494,420. Lowest American bid was 
$801,642 for two transformers), but England’s labor 
costs are about one-third of the domestic rates. 

“I’ve seen foreign electrical equipment with American 
brand names on them even though they were produced 
in foreign factories. Some wire made in Japan comes on 
reels made in England. Local contractors? They aren't 
affected too much yet. It’s only the higher priced equip- 
ment that’s being harmed—where a lot of manual labor 
is involved. The lower priced and lighter wire hasn't 
been damaged yet.” 

e San Francisco—Charles Foehn, Pacific Coast vice 
president of IBEW, says that in the building trades his 
union has quite a bit to do with foreign electrical im- 
ports because they too install it. “In home building there 
is a lot of imported wire and lighting fixtures being used 
—probably more than people are aware of. The electrical 
contractor, of course, buys the cheapest stuff available. 
The trouble is, they become so dependent on the cheap 
imported stuff that they can’t go back to the U. S. brands 


ELECTRICAL WHOLESALING—February, 1961 





can be licked by top service 


involved is electric motors of British make. They sell 
20% under domestic. Standards correlate O. K. with 
U. S. and quality looks good”—anonymous 
e St. Louis, Mo.—A NECA chapter head was called on 
He claimed that to his knowledge, no problems at all 
exist in the St. Louis area with foreign electrical imports. 
e New York City—*A lot of heavy stuff is coming into 
the East in the form of English, Italian and Swiss elec- 
trical equipment, and I see no reason why the lighter 
stuff shouldn’t follow. Contractors will give preference 
to American-made stuff but when guys like Bob Moses 
(Robert S. Moses, Chairman of the Power Authority of 
the State of New York) buy all foreign equipment for 
the Niagara Power project, with our mills at 40% 
capacity and unemployment the way it is 

“It's burning me up. They ought to tell him to sell the 
electricity they generate on that project to the English, 
Swiss and Italians—that’s who they got the equipment 
from. Until we get some people with guts in this country, 
we're going to find that foreign electrical imports are 
going to keep rising and cutting into our economy. 

“I’ve even seen a case where Italian contractors have 
come over here wanting to put our steel towers up 
IBEW stopped that. They’re doing everything they can 
Tons and tons of Italian steel are coming into this coun- 


try. Trouble is, everyone wants so much for so little 
effort”—anonymous. 

e Washington, D. C.—George B. Roscoe, director of 
public relations, NECA: “We are not running into any 
particular trouble from foreign electrical imports chiefly 
because of the prohibiting factor of the UL label. Of 
course, there are moonlighters in the rural sections of 
the country who are using this stuff regardless of the 
Underwriters’ Laboratories.” 

e Little Rock, Ark.— ‘Imported foreign electrical equip- 
ment in this area has been spasmodic, and the chief 
equipment involved are motors and motor controls. There 
is an initial savings on this equipment, but when service 
is considered, there is none at all. The quality, in my 
Opinion, is inferior. It could become a real problem for 
us in the future as it has in other areas. Right now, it’s 
the habit of most electrical contractors in this area to 
buy from the electrical distributor, even though the cost 
is a fraction higher. They know the expense is offset by 
the service rendered”—anonymous. 

e St. Paul, Minn.—*“Of course, it’s on the increase. It’s 
jumped 10 times what it was 10 years ago in tape, wire, 
lamps, split bolts that break in half and wire nuts. Price 
is much lower, but wiring doesn’t compare with U.S. stuff 
U.S. tape is much better than foreign.’ 


Are Split on Import Views 


without losing money. Imports are very much on the 
rise from Japan and Switzerland. 

“They put a kink in the electrical distributor’s business 

because the contractor takes on the imported equipment 
to remain competitive, while the electrical distributor 
handles only U. S. supplies. The wholesaler is really 
facing competition, especially in bungalow homebuilding 
work, where foreign electrical equipment is all they use 
now.” 
e Fort Worth, Tex.—An IBEW official in this city 
says that foreign electrical imports in his area are not 
increasing and have no real impact on the electrical 
contractor. “In the appliance field, yes, and other con- 
sumer items that are sold retail. If the distributor handles 
appliances, then he can be affected. 

“I do think that it will become a big problem that 

is going to affect everyone if something is not done 
about it. The only thing we can do now is increase the 
tariff. A bigger price tag is the only way to cope with it. 
We have done it in the past—we can do it again.” 
e Detroit—A spokesman for Local 17 of the IBEW says 
that “we haven’t seen any foreign material put on jobs 
in Detroit. If we did we would like it but we don’t have 
any formal policy regarding the use of off-shore material. 
We've distributed ‘Buy American’ stickers to all our 
members, but that’s about the extent of our action 
against it’—anonymous. 
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e Cleveland—An IBEW business manager in this city 
says that some foreign electrical equipment has been 
brought into the area but not enough to create any kind 
of impact. “This is nothing formal, and we would deny it, 
but we just won't handle foreign goods. Let’s just say 
we will avoid it 

“I heard that the city is having trouble getting 
parts for that Swiss generator they bought a few years 
back”—anonymous. 
e Atlanta—‘I don’t think it’s used here,” comes a 
report from an IBEW business manager in Atlanta, Ga 
“If electrical contractors started using the stuff we'd 
clobber them over the head with the fact our contract 
calls for our sympathetic interest in the electrical in- 
dustry. Use of foreign electrical equipment would be 
a violation of the agreement. As a matter of fact, 
contractors in our area don’t even use non-union made 
electrical equipment—much less foreign”’—anonymous 
e Minneapolis—*We have little knowledge as to whether 
foreign electrical imports are rising. We were told, 
but this was several years back, that Italian steel was 
being used on a line transmission job in the Montana- 
Dakota area. Recently, I purchased Japanese three hole 
saws with an automatic slug ejector. I also bought a 
Japanese 1-25 ft. sewer snake for 99 cents, all from 
a (full-line) electrical distributor in Minneapolis”—anon- 
ymous. 








INSTRUCTORS at G.E.’s_ distribution 
apparatus school present a full day’s 
work for distributor salesmen attending 
from most parts of the nation. During 
the course, G.E. personnel stress that for 
successful product selling 


There's Nothing Like Knowledge 


full five days of intensive instruc- 
tion left little time for play for 
about 25 distributor salesmen 
during December at the General Elec- 
tric Company’s distribution apparatus 
school. 

[he theme of the school was “Do 
It Yourself.” Following this theme, 
salesmen were urged to participate 
actively in classroom discussions and 
workshop problems. On most days, 
homework was assigned, and was to 
be completed by the following morn- 
ing. 

This schooi, which attended 
by distributor salesmen from most 
parts of the nation, was held at two 
factory locations. For the first three 
days, courses were held at Pittsfield, 
Mass. The remainder of the 
was held at Somersworth, N.H. 
e Product Knowledge — The 
purpose of this distribution apparatus 
instruct salesmen in 
product applica- 


Was 


course 

basic 
school was to 
both 


tions 
“One of the basic requirements in 


products and 


selling effectively is for the salesman 
to know the products well,” J. F. 
Hurley [he manager of 
promotion and training for 
and distribution sales development 
adds that no sales techniques can take 
product Knowledge in 


says sales 


agency 


the place of 
making successful sales 

“It is not our aim to teach salesmen 
how Hurley 
continues. “Our goal is to teach them 
to know the products they are selling 


to sell at these schools,” 
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so that they can do a better job.” 

The products discussed and demon- 

strated at this factory school included 
distribution transformers, arresters, 
cutouts, capacitors, medium trans- 
formers, rural package substations, 
street lighting, meters, regulators and 
reclosers. As part of the overall in- 
struction, students were taken on fac- 
tory tours to see how products are 
manufactured. 
e Assignments— At the 
last December, classes started at 8 
a.m. and concluded at 5 p.m. The 
work did not stop after classes, how- 
ever. 

To pass the course, each distribu- 
tor salesman was required to turn in 
daily assignments. This not only in- 
cluded homework, but also examina- 
tions on the discussions during the 


sessions 


day. Typical questions ranged from 
problems on output voltage in trans- 
formers to definitions of electrical 
terms as applied to specific products. 

Students were given assistance if 
they needed it. Instructors at the 
school were always available during 
the evening to answer questions con- 
cerning homework problems or about 
specific products. 

“The busy schedule of mostly all 
work and no play not only helps to 
accomplish the purpose of this school, 
but it is what the distributor salesmen 
want,” Hurley says. “We think the 
course is very profitable to those at- 
tending, and that the salesmen are 
able to obtain maximum product 
knowledge and familiarity in a mini- 
mum of time. This is very valuable 
in helping them sell the products.” 


DISTRIBUTOR salesmen gain product knowledge at one session of the five-day 
school. Factory classes were held at Pittsfield, Mass., and Somersworth, N.H. 
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Yes, Sir... the treat’s on Burndy! You get a FREE “‘piggy-back’’ quart of 
SLIKON with every gallon you buy at the regular $2.88 price. 


Try the quart...if you’re not satisfied, return the gallon to your local Burndy 
distributor and get your money back. Offer good for a limited time only. 


every gallon. U/L approved for steel, aluminum and other recom- 


Men who pull wire like the slick pull mended conduit. Safe for rubber, most plastics, and lead coatings. 
they get with SLIKON. 


es 
SLIKON never hardens...never settles...never evaporates in the p."5 
can...It’s an engineered lubricant...there are 9 full pounds in 
Se 


NORWALK, CONNECT. BICC—BURNDY Ltd. Prescot, Lancs., England In Continental Europe: Antwerp, Belgium TORONTO, CANADA 
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“H's available >. 
/‘lmmediately...because yours 
! inventory is backed by 
‘ _ Ailart warehouse stocks / 4 


Killark distributors can usually deliver all electrical fittings and fixture requirements 
from inventory. If not, their customers’ orders for most of the more than 7,500 items in 
the Killark line can be filled at once from a convenient Killark warehouse. There are eighteen 
of these dependable supply sources located throughout the United States and Canada, an 
important reason why the Killark distributor delivers on time. 


* KILLARK XALB-6 EXPLOSION-PROOF 
PULLING ELBOW ...with plus features that 
mean extra sales. C opper- free aluminum casting, 
permanently rust-proof and corrosion resistant, 
non-magnetic and non-sparking. Split design pro- 
vides easy access to wiring; ribbed for greater 
strength. U.L. and C.S.A. approved. Carried in 
stock for fast delivery, a typical example of 
Killark’s ability to supply all needs—large and 
small—for both hazardous and non-hazardous 
locations, 


Write for the Killark catalogs 


ELECTRIC MANUFACTURING COMPANY 


Vandeventer and Easton Ave. . St. Louis 13, Missouri 


In Canada: Killark Electric of Canada, Ltd., 421 Islington Ave. South, Toronto 18, Ont. 
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A MAJOR CHANGE 


on General Electric 


Beginning Jan. 1, 1961, qualified wholesalers 











HERE’S WHAT THIS MEANS TO YOU! 








1. Lower costs 


The new G-E sales program gives you 
a new low net price...along with an 
attractive extra incentive for taking early 
delivery ... which includes extended 
dating to January 10, 1962, with a 2% 
cash discount for payment by that date. 


2. Less carryover risk 


You may return for credit, in unopened 
and undamaged standard packages, up to 
20% of your General Electric Christmas 
lamps purchased for “early delivery”, with 
only a small service charge. 

Any lamps kept in inventory are pro- 
tected against possible price reductions 
for the ensuing year. 


3. The best G-E price 


always 


There’s no reason to delay ordering, for 
fear that your competitors may obtain a 
better price... because now we are selling 
direct. You can safely take advantage of the 
special ‘‘early bird” incentives and order 


your G-E Christmas lamps for early delivery. 


4. Protection against 


price decreases 


You'll get protection against price de- 
creases through Dec. 31st—the full season. 
No worry about missing a bet because 
of possible price changes. 


5. Service from full-line 


G-E lamp warehouses 


You'll get fast dependable service on 
all types and colors of G-E Christmas 
lamps from strategically located General 
Electric lamp warehouses. In most cases, 
this means overnight delivery. As the line 
continues to expand, this becomes more 
important to you. 


6. Better profit 


opportunities 


Lower cost, less carryover risk, availability 
of the best G-E price, price protection and 
service from G-E warehouses—all combine 
to give you better profit opportunities this 
year on General Electric Christmas lamps. 
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IN SALES POLICY 


Christmas Lamps 


can buy DIRECT from the manufacturer 





.-. plus a General Electric Packaging Program that cuts 
your handling and selling costs, while it helps increase 
sales, increase profits, and satisfy customers. 

Here’s why: G-E factory-packed assortments offer a 
fast-selling selection to fit every store . . . each of the 
different types and sizes of display packages a proven 
sales maker; with them, your salesmen not only save the 
time required to work out special assortments, but often 
will have only one, two or three order lines to write, instead 
of a great many. And these are easy orders to fill... 
everything in one package, ready to ship. With less 


handling, less chance for errors. In fact your cost savings 
on assortment sales amount to a second profit! (Of course, 
this is in addition to your volume in regular standard 
packages of G-E Christmas lamps!) 


Add to this, the help of powerful General Electric 
Christmas lamp advertising to your customers (makes the 
job easier for your salesmen) . . . and advertising also to 
2 out of 3 consumer families just before the peak of their 
Christmas lamp buying. Don’t miss out this year! Minia- 
ture Lamp Department, General Electric Co., Nela Park, 
Cleveland 12, Ohio. 


BEFORE YOU PLACE YOUR 1961 ORDER FOR CHRISTMAS LAMPS, it will pay you to get 
the full story of the new General Electric sales program ... learn why it can help 
you make more money. Call your G-E Miniature Lamp Department representative NOW! 


TRinity 4-1400 
WAlnut 3-2549 
WAInut 4-5638 
RAymond 3-254} 
JAckson 3-144] 
HOpkins 2-3860 
STerling 9-7286 
GRand 1-3568 


PHILADELPHIA, Pa 
PITTSBURGH, Pa 
ROCHESTER, N.Y 
ROCK ISLAND, II! 
SAN FRANCISCO, Calif 
SEATTLE, Wash 
SOUTH MIAMI, Fla 
ST. LOUIS, Mo 
SYRACUSE, N.Y 
TOLEDO, Ohio 
UTICA, N.Y. 


Murray 8-5900 
GRant 1-9050 
BAker 5-6720 
188-3405 
YEllowstone 4-9653 
MAin 2-808] 
PLaza 7-848] 
CHestnut 1-8920 
HOward 3-851] 
RAndolph 6-1521 
RE 3-0922 


CEdar 7-0795 
Circle 2-5700 
DEcatur 2-6200 
FRanklin 6-6585 
DEarborn 2-4712 
PLaza 1-0411 
Liberty 1-1700 
AMherst 3-1262 
FLeetwood 1-3725 
BAldwin 3-5286 
DUdley 8-4611 


DETROIT, Mich. 
HOUSTON, Texas 
INDIANAPOLIS, Ind 
LOS ANGELES, Calif 
MEMPHIS, Tenn 
MILWAUKEE, Wis 
MINNEAPOLIS, Minn 
N. KANSAS CITY, Mo 
NEW ORLEANS, La. VErnon 5-6421 
NEW YORK, N.Y PLaza 1-1311 
OKLAHOMA CITY, Okla. Victor 2-4028 


ATLANTA. Ga. 
BALTIMORE, Md. 
BOSTON, Mass. 
CHARLOTTE, N.C 
CHICAGO, III. 
CINCINNATI, Ohio 
CLEVELAND, Ohio 
COLUMBUS, Ohio 
DALLAS, Texas 
DAYTON, Ohio 
DENVER, Colo. 


GENERAL @@ ELECTRIC 
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LIGHT-VENTILATION-HEAT 
MODEL 14701 





FORCED AIR HEAT 
MODEL 1103 


HEAT-VENTILATION 


MODEL 1702 


il.. 2..03).. WAYS TO MAKE BATHROOMS SELL 


TRADE-WIND MODEL 1101 
LIGHT-VENTILATION-HEAT 

Makes bathrooms completely com- 
fortable. Remote wall switch selects 
any combination of light-ventilation- 
heat. Handsome bright chrome and 
glass grille. 4950 BTU instant heat, 
2-60 watt light sockets, electrically 
reversible axial flow fan. The finest for 
any bathroom 


78 





TRADE-WIND MODEL 1102 
HEAT-VENTILATION 

Forced air heat or ventilation from 
this highly functional unit. Electri- 
cally reversible axial flow fan, gently 
circulates 4950 BTU’s instantly or 
provides effective exhaust ventilation. 
Distinctively styled bright chrome 
grille. Give customers this quality 
performer. 





TRADE-WIND MODEL 1103 
FORCED AIR HEAT 

Every bathroom deserves this instant 
forced air ceiling heater. Draft-free 
heated air is directed through honey 
comb diffusers in the stylish bright 
chrome grille. 4840 BTU. Quiet fan 
Inexpensive. 
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INSULATED THROAT 


Malleable Iron Liquid-Tite Connectors 


QUALITY #2 
MALLEABLE & “7 
= IRON ye Ana 
w™ ~~ FITTINGS 
=. TIN 
AVAILABLE! 


GEDNEY’S 


Complete Line is Precision-Made 
of Unbreakable Malleable /ron... 


¢ Unmatched for Toughness 


. : 
pas: titheaes tiaiiaiiisiaan Impervious to Corrosion 


and Offset Nipples GEDNEY FITTINGS FIT 





o 


AMERICAS BLOG. « RADIO CITY + NEW YORK 20 
Foundry, Factory ond Shipping Port: Terryville, Conn 








M.1. Conduit Bodies ; “ M.l. Armored Cable 
. & Non Metallic Connectors 


M.1. 3 Piece Conduit Couplings 
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NE 


FROM 


EMERSON-| 


sae 7 new fixtures 
to brighten your sales 


New chandeliérs! New pendants! New pulldowns! New outdoor 

fixtures! New “electric eye’ accessory! New adjustable spreader 

unit! Here you see only a few of 27 exciting new lighting fixtures 

by Emerson-Imperial ... highly styled, competitively priced 

in modern, traditional, contemporary and transitional designs 
polished or antique finishes. For the newest look in lighting 

contact your Emerson Electric Representative or write for a 

free color brochure 

Another of Emerson Electric's Finishing Touches pre-sold 

packages of quality electrical accessories 


= 1 OS ee ee 8 OU 1S 


BUILDER PRODUCTS GROUP 


EMERSON i PRYNE 


im 7 “coms 
IMPERIAL RITTENHOUSE 


Write Dept. p.39 * Emerson Electric * 8100 Florissant + St. Louis 3€ 
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INDENTED CRIMP 
FOR GREATER RESISTANCE 
TO PULL-OUT 


Sherman Sherman : Safe, sure 
Uni-Crimp ST Lugs connection 


ELECTRICAL FITTINGS 


For 
conduit 
installations 


Solderiess swivel-type 
Ground Fittings 


FOR WIRE and CABLE 


GF-18, 19220 GF-16 & 17 
Cast Clamps “Bond-Rod”™ 
Va, te &% Y & % sizes 


eee Heavy bronze 
Cast Copper Alloy One Piece Construction 








the line of Reliable quality! 





Sherman Hand 

Crimping Tools 

Model +8 and +9 

Portable or Bench 

mounted for fast, easy 

installation of Sherman 
> Crimping Lugs 


Type 


#14 thry 1,000 MCM-AWG 


H. B. SHERMAN MANUFACTURING CO., BATTLE CREEK, MICHIGAN 
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RADIUS “A” 
in inches ° ws ¥ 30” 36” 





OFFSET “C” "190" | 24° 1211") 35° | 311" 





STRAIGHT 
END “'D”’ © “ 10” 11” ta — 





LENGTH 
UNBENT 3'0” 3'6” 4'0" 4°11" a9” 6'6" 








PIPE SIZES f1"-244"] 1%-3” 11"-3Y%44 14” | 1%-5” | 1-6” 
AVAILABLE incl. incl. incl. incl. incl. incl. 





























Large radius elbows 
ei 
as BP 


CONSTRUCTION COSTS 








You can assure a substantial savings to your factory stocks of popular sizes of special 
contractor customers by using large radius radius elbows assure delivery on the job 
elbows. COLUMBUS brand elbows guar- when needed. Both special and standard 
antee perfect alignment. Fishing cable is radius are U.L. approved and are clearly 
easier and reduces labor costs. Substantial marked with the U.L. label. 


TD All Columbus brand products 


3 Wiadisdids siiniianiiiy : 
A \ \ by) | are always carefully inspected to insure 
mM) Gx } ae consistent quality. 


Look for the U.L. label 
when buying elbows and nipples. 


BRAND 
CONDUIT FITTINGS 
CONDUIT PIPE PRODUCTS COMPANY ~—— COLUMBUS, OHIO 


PIPE COUPLINGS ¢ PIPE NIPPLES * ELBOWS, RIGID & E. M. T. 
RUNNING THREAD « GOOSENECKS © WALL PLATES 
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BUSINESS INDEX for NOVEMBER 1960* 


IRATIONADSATES PICTURE Minn nn 
Bld. | 
age 





1958 1959 1960 


SALES INVENTORY 
-—-—(% Change)——— ——-—(% Change)——— 
19€0 
From From From From From 
Nov. ‘59 Oct. '60 1959** Nov. '59 Oct. ‘60 


NATION —4 a 


NEW ENGLAND 
MIDDLE ATLANTIC 
EAST NORTH CENTRAL 
WEST NORTH CENTRAL 
SOUTH ATLANTIC 
EAST SOUTH CENTRAL 
WEST SOUTH CENTRAL 


MOUNTAIN 


ies, 
Cy PACIFIC 3 —'§ 432 —8 3 
i i istri ; Source: Bureau of Census. **11 months 1960 from |! months 1959 


*For electrical apparatus, supplies distributors; 
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NEWS FOR THE INDUSTRY 








Workshops 


HE weather may have been rainy 
and windy, but the 437 distribu- 
tors, manufacturers, and their 
wives attending the NAED Southern 
Region Meeting Jan. 8-11 in Palm 
Beach, Fla., found plenty to do. There 
were “workshop sessions,” parties, and 
one rainless afternoon for the annual 
golf tournament. 
The workshop session technique, 
refined through repeated use at recent 
: ss : regional conventions, probably had its 
iets most successful application to date at 
LIKEWISE at the workshop dealing with “Managing Credits and Collections”... Palm Beach. This was generally agreed 
Profiled: T. C. Treadway, H. D. Roden, N. A. Breitenmoser upon by distributors and manufac- 
turers alike who participated in the 
five hour-and-a-half-long sessions. 

A most provocative and interesting 
session was moderated by association 
counsel K. B. DeBevoise, of Breed, 
Abbott & Morgan. The overall subject 
was “Legal Aspects in Managing a 
Business.” Topics covered: business 
organization, refusals to deal—how to 
cut off, Robinson-Patman problems, 
distributor rebates, record destruction, 
estate planning—small corporations, 
product liability, illegal group activ- 
ities, buyer liability vs seller, financing, 
and cash discount. 

The other highly informative and 
lively sessions were: 

e Warehouse and Office Manage- 
ment—co-chaired by P. R. Fogleman, 
Electric Supply and Equipment Co., 
and W. C. Wallis, Southern Supply 
Co. Topics covered: professional help 
in warehousing, mechanization, stock 


WHILE a lively exchange sparks the session on “Warehouse and Office Management.” 
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ANIMATED discussion between J. A. 
Meier, Florida Electric Supply, and Troy 
Brown, Raybro Electric Supplies, in- 
terests R. Q. Austin, Troy Brown, Jr. 


BROAD back belongs to J. A. Hamblen, 
Southern Electric Supply. His conversa- 
tionalist: C. J. Justice, Lighting Fixture 
& Electric Supply. 


Are Hit at NAED Meeting 


control, internal securi‘y, and policies 
such as minimum charges and re- 
turned goods. 

e Managing for the Future—-co- 
chaired by F. A. DeWalch, Southern 
Electric Supply Co., and H. M. Long, 
McDonald Distributors. Subjects dis- 
cussed included large distributor and 
small distributor problems, methods of 
financing, key man insurance, inheri- 
tance taxes, profit-sharing plans, em- 
ployee relations, distributor in politics. 

e Managing Credits and Collec- 
tions—co-chaired by W. F. Bartee, 
Graybar Electric Co., and T. A. Pitt, 
Weaks Supply Co. The range of 
topics: over-all credit policy, ap- 
proach to credits approval, collections 
procedures and policy on past due ac- 
counts, collection turnover, credit de- 
partment’s relations with customer and 
office, cash discounts, the risk or 
growth account, and training of the 
credit department. 

e Management and the NAED 

Tenets—co-chaired by Arthur W. 
Hooper, NAED, and J. R. Thompson, 
Warren Electric Co. Discussion at this 
session centered around a hypothetical 
situation in which a manufacturer and 
several of his distributors submitted 
bids to a state, and in which the man- 
ufacturer was awarded the contract— 
resulting in several repercussions. 
e Golf Winner—J. W. Mitchell, Pa- 
ranite Wire & Cable, was awarded the 
trophy for winning the 3rd annual 
Southern Region golf tournament. 
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CAUGHT between sips is H. E. Guinn, 
Ace Electric Supply. The other thought- 
ful gentleman is O. C. Puckett, Steel 
City Electric 





. 


COFFEE break finds R. A. Reisman, 
Royal Electric, Ben Weil, Mayer Elec 
tric Supply, and W. C. Sparks, Moore 
Handley Hardware, conversing. 


“ < 
a. 64 
eg 
* i Z 
% 
me = 





Les May... 
Continued from page 60 


profits or retained earnings? In many 
instances, it was by new capital with 
doubtful management. In other in- 
stances, new electrical distributors 
were started with insufficient capital 
and are now leaning heavily on elec- 
trical manufacturers through con- 
signed stocks, deferred billings, past 
due accounts and even the payment 
of their bills with notes. This has led 
to irresponsible competition and a fac- 
tor of deterioration in the industry. 


Problems with Unrealistic Price 
Sheets Other Than Price 


It seems that considerable empha- 
sis is given to trying to beat the sheet 
or cheat the sheet. Price sheets are 
too often planned with this thought 
in mind. In another part of this re- 
port, I went into some length about 
the problem of “list prices” and need 
not again because they are unrealistic 
and should be dropped. 

Another problem term is “consumer 
price.” The question is, who is the 
consumer? One way of looking at it 
is that the contractor or industrial 
is the consumer. However, the con- 
tractor believes that his customer is 
the consumer, and he is reluctant to 
buy on a sheet termed “consumer net 





the faste St label prices.” He believes that he is en- 


titled to a discount from this sheet 
and also that it is the sheet he should 


from coast-to-coast use for his sales. Much better termin- 
ology would be “trade net prices” 

for the contractor or dealer level. 
Another way that price sheets are 
Whenever you order any one of Keystone’s quality wiring unrealistic is to publish them with 








installation products . . . you can be sure of seeing it on quantity pricing columns ridiculous 
as to concept. For years, manufac- 


your doorstep . . . fast! Complete stocks of Wireways, turers’ wire sheets have been pub- 


Fittings, Boxes, Cabinets and Enclosures are lished in three columns headed just 
ready and waiting at Keystone warehouses from as far away from realism as can be 

pokes : It looks like they are intended to be 
coast-to-coast to make sure . so ridiculous that they can’t be used 


there’s no delay from order If the quantity price spreads were 

. narrower and the heading of the col- 

to delivery. You can always umns were realistic, they could be 

depend on the welcome ‘ used better. 

sight of prompt Keystone a A fittings manufacturer uses the 

: — terminology “list prices” when he ac- 

tually means that these are trade net 

prices. He is just as confused about 
the word, list, as anyone else. 

Another fittings manufacturer pub- 

Pushbutton lished three price columns such as: 

enclousres Less Than Carton, Carton, Standard 

Package. This is fine. the only thing 

is he tries to pull tricks with these 

price columns to serve his purpose. 

Instead of having the price columns 

ficured at a realistic price level to 

MANUFACTURING COMPANY differentiate between the quantities 

DIVISION OF INDUSTRIAL CORPORATION involved. the prices are extremely 

high in the carton and less than car- 


23329 Sherwood Ave. + Warren, Michigan ton columns, which are intended to 


service ... wherever you are. ~ NEMA 12 Cabinets 
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L-M’s New Lawn-Glo Line Offers 
Matching Styles, Excellent Profit 


One of L-M's lawn-Glo lights 
the Style C, provides soft, even light 
for this enchanting patio. Choice of six 
decorator colors and natural brushed 
aluminum. 


Another 
Style B 
Lamp sc 
of reflect 
nects fron 
Lawn-Glo 


ord lomep 





Line Material has added two more matching styles to its outstanding line of 
Lawn-Glo lights. This gives you a choice of excellent quality units. They offer 
a wide potential for both home applications and commercial uses: provide 
soft lighting and smart appearance for motels, hotels, swimming pools, patios, 
walks and driveways, drive-in restaurants, amusement and public parks. 
High Quality, Excellent Features 

L-M’s Lawn-Glo lights are distributed exclusively through electrical whole- 
salers. These attractive lights have non-corrosive aluminum and plastic con- 
struction throughout. Post-top models are available with either natural red- 
wood or black metal posts as an accessory. stocontrol, available, auto- 
matically turns lights on at dusk and off at dawn. 

See L-M’s New Distributor Policy 

Here’s an excellent opportunity for you to make good profits from this out- 
standing line of quality outdoor lighting equipment. L-M offers a firm and 
fair distributor policy, national advertising, sales tools, sales helps, and de- 
pendable engineering service. For complete information contact your near- 


est L-M Field Engineer or mail coupon. 493 
. - Industries 


McGRAW-EDISON COMPANY MeGRAWS 


Quality Outdoor Lighting HITE 


DISTRIBUTION TRANSFORMERS - RECLOSERS, SECTIONALIZERS AND OIL SWITCHES 
FUSE CUTOUTS AND FUSE LINKS - LIGHTNING ARRESTERS - POWER SWITCHING EQUIPMENT 
PACKAGED SUBSTATIONS - CAPACITORS - REGULATORS - OUTDOOR LIGHTING 


Lawn-Glo” is a Line Material trademark 








LINE CONSTRUCTION MATERIALS - PORCELAIN INSULATORS - FIBRE PIPE AND CONDUIT 





S Style A minaires 
shown at right pr de lighting 
for this swimming pool These 
lawn-Glo lights are ideal for homes as 
well as motels, restaurants, drive-ins, parks 
All the light is directed down—it doe ot 


escape to annoy neighbors 





discourage the distributor from using 

them. He also has a trick up his 

SO EASY T0 HANDLE sleeve when he prints the less than 

carton price double the distributor's 

WB DYNAPRENE PORTABLE CORD net cost. Here he is trying to use 

the sheet for a dual purpose instead 

Smaller sizes are packed on spools in “el = eg im Soh gan 

cartons . . . Larger sizes in coils, in Another neat manufacturer trick is 

knockout cartons . . . Easy to identify to print small quantity prices lightly 

anywhere .. . Type, size and gage, and standard package prices boldly. 

clearly marked on jacket . . . Safe to If his distributors are foolish enough 

recommend . .. Premium quality, lon to use the bold pricing columns, the 

P ; q , long manufacturer has everything to gain 

lasting, oil-resistant, neoprene jacket and nothing to lose while it is the 
... U.L. approved. reverse for the distributor. 

Still another problem is the price 

sheet printed on heavy paper. True, 

Write for free Catalog it sticks out in a binder like a sore 

PC-58 Portable Cord thumb and demands attention, but 

and Cable they are hard to use and should be 


| avoided. 
BLAKE , There are many other things that 
C0 go into the make-up of a price sched- 


ule to make it unrealistic or fictitious 

Another problem is the actual title 

of a price sheet, its name or any other 

NEW HAVEN 14, CONNECTICUT / Telephone CHestnut 8-5515 / TWX: NH 84 rte or term used to designate the 
price level it is intended to show 
There are dozens of names now being 
used and most are confusing. 

The meaning of the title of a resale 
sheet is dependent upon your position: 
the question is FOR, TO or BY whom. 
To explain it further, in a house the 
ceiling of the basement represents 
about the same level as the kitchen 
floor. It depends on whether you are 
in the basement or the kitchen when 
you give this level a name. As an 
added explanation, one man’s father is 
another man’s son. To avoid confusion 
it’s best to call the man referred to by 
his proper name. 

When the NAED Catalog Com- 
mittee made up the price sheet speci- 
fications (as to format, stock, color 
coding, etc.), possibly this wasn’t 
spelled out too clearly. Here are my 
recommendations for price sheet 

titles— 


PINK RETAIL NET PRICE 
le 
BLUE TRADE NET PRICE 
SHEET 
*with Retail Net Prices 
GOLDEN- DISTRIBUTOR NET 
ROD PRICE SHEET with 
Trade Net Prices 
*also Retail Net Prices 


For construction material and the 
like retail net prices are not established. 
This line in the title should be deleted 
in this case and used only when retail 
net prices are available. 

A wire manufacturer publishes a 
sheet titled “Distributors’ Composite 
Price List,” and others print the same 
kind of a sheet titled “Condensed 
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Tape 


Best in show — on every point! 


€ Sticks fast 


Stays tight 
Splices neatly 


Non-raveling 


High dielectric 
strength 


Resists aging 
MAKE BULL DOG YOUR PET TAPE... 
for every purpose 
¢ FRICTION © RUBBER © PLASTIC Resists 
moisture 





Sold only 
through verified 


wholesalers 


BOSTON WOVEN HOSE & RUBBER COMPANY 


' friction Tape i=[e}- sage), | CIV. OF AMERICAN BILTRITE RUBBER CO.. INC 


BOSTON 3, MASS. 
Also manufacturers of Garden Hose - Matting - Stair Treads - Automotive Hose 
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Outlet is electrically ‘‘dead’’ until plug is inserted 
and rotated 22-25°. Reverse turn disconnects cur- 
rent before plug is removed. Spring pressure and 
keyed construction prevent accidental disconnection. 


TWO SAF CHAMBERS IN WALL OUTLET. Gas- 
tight chamber No. 1 (bronze and aluminum castings) 
contains and seals off switching mechanism. Cast 
iron chamber No. 2 keeps minor internal explosions 
from spreading to room. 





NO ARGING WHEN PLUGGING OR UNPLUGGING. 

















NO AIR SPACES INSIDE PLUG TO COLLECT GAS 
OR MOISTURE. After plug is wired to cord, electri- 
cian pours a self-hardening insulating resin into 
all air spaces. Interior of plug becomes solid, 
water-tight, vapor-tight mass. 


CORD CANNOT PULL OUT OF PLUG. Double-clamp- 
ing cord-grip relieves strain on plug terminals. And 
because terminals and wires are completely em- 
bedded in insulating resin, connections cannot 
loosen to cause arcing. 


NEW 
EXPLOSION-PROOEF 
RECEPTACLE AND PLUG 


FOR CLASS I, 


The Hubbellock Explosion-Proof Re- 
ceptacle and Plug prevent arcing when 
electrical connections are made or 
broken in explosive atmospheres. No 
special wiring is required for installa- 
tion in new or existing structures. 


There are no air spaces in the plug 
where explosive gases can collect. No 
current can flow to the receptacle con- 
tacts while the plug is being inserted 
or removed. Switching takes place in- 
side a vapor-sealed 
| safety chamber of 
heavy bronze and 
aluminum castings. 





GROUP COR D, ATMOSPHERES 


Any 20-ampere, 125-volt, 60 cycle A.C, 
appliance may be operated from the 
receptacle by substituting the Hubbel- 
lock Explosion-Proof plug for the 
present plug. Appliances equipped with 
the Explosion-Proof plug will also op- 
erate in conventional 3-wire Hubbel- 
lock receptacles. 


Plug and receptacle are listed by 
Underwriters’ Laboratories and are 
described by the National Fire Protec- 
tion Association for use in Class I, 
Group C or D, explosive atmospheres. 
They are ideal for hazardous indus- 
trial areas and for hospital operating 
and delivery rooms. 


- Write now for detailed specifications and nrices. 
*‘Hubbellock"’ is a registered trademark of Harvey Hubbell, inc. 


==" Hubbelloc. 


WIRING 
DEVICES 


HARVEY HUBBELL, INCORPORATED » BRIDGEPORT 2, CONNECTICUT In Canada: Scarborough, Ontario 
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Distributors’ Price List.” Both are in- 
tended to show column C prices only, 
presumably at the trade level. They 
are calling these sheets distributors’ 
price lists. True, they are for dis- 
tributors to use, but they also rep 
resent contractors’ net costs. Clarifi- 
cation is needed in this respect and 
possibly the foregoing will be helpful. 
This kind of a sheet is intended to 
show only third column prices, so it 
is impossible to price according to 
quantity sold from this sheet, and it 
seems manufacturers plan it that way 
Some manufacturers are great be- 
lievers in and encourage “edge of the 
sheet or beyond” pricing by their dis- 
tributors. 

The wire people are not the only 
ones who don’t make their sheets 
realistic, because many other electrical 
manufacturers print their sheets giv 
ing only one _ price—the standard 
package price—and they make no 
provisions at all for selling smaller 
quantities. These people again believe 
that their distributors can absorb the 
extra burden of filling less than com 
mercial quantity orders at the quan 
tity price so they in turn will move 
more merchandise. 

Another unrealistic attitude for a 
manufacturer to take is, “I will just 
publish net distributor cost prices.” 
They take the attitude that it isn’t 
the manufacturer’s responsibility to 
suggest a reasonable and realistic price 
level for their distributors to do busi 
ness. They just say, “Mark it up 
whatever you like.” Here is where 
the distributors start cutting them- 
selves up while the manufacturers 
reap a harvest 


Industry To Mark 
National Electrical Week 


NEW YORK Reports from Na- 
tional Electrical Week participants in- 
that the 1961 observance, 
scheduled for February 5-11, will 
exceed participation in any 


dicate 


previous 
year. 

At the national level, leading manu- 
facturers are planning salutes to NEW 
on network television shows and in 
national magazines. Utilities, contrac 
tors, distributors, leagues, electrical 
workers, and service repair and main 
tenance groups have planned elaborate 
local activities to be conducted against 
the nation-wide backdrop of the week 

An estimated 28,000,000 television 
viewers will see a salute to National 
Electrical Week and the electrical in- 
dustry on the ABC-TV programs “Har- 
rigan & Son” and “All-Star Golf.” 
Reynolds Metals Company said that a 
commercial devoted exclusively to 
NEW is planned for February 3 and 
February 4 showings. 
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the light bulb with 
“gas-flame”’ charm 


Reg U S Pat Office Cooling Crown U S Patents Pending ©1961 Ouro-Lite Lamps, inc 


MAKE YOUR BULB BUSINESS BIG BUSINESS 
WITH AMERICA’S MOST SUCCESSFUL NEW DECORATOR BULBS! 


Finishes, tormulee. processes 


Flamescent is one of the most phenomenal success 
stories in light bulb history. Another Duro-Lite 
original—unique in design, and precision-engi- 
neered for long-life, like the rest of the famous 
Duro-Lite line. Literally sells on sight—to con- 


sumers, decorators, contractors, lighting consult- 


ants. Duro-Lite bulbs offer you an exceptionally 
BIG profit opportunity. Check these features: 
@ Superb decorative effects! Instant appeal to 
consumer and professional — for chandeliers, 
sconces, postlites, etc. M Lasts 3 times longer! 


Unconditionally guaranteed. &@ Powerful Con- 
sumer Advertising! “As seen in” Good House- 
keeping, Saturday Evening Post, Look, House & 
Garden, Living, House Beautiful, New Yorker. 
@ Smartest packaging! Tested merchandisers! 
Plus a host of promotion aids to make your sell- 
ing easier, faster. 

Higher unit sale—Top dollar volume — Longer 
profit! Duro-Lite can make your bulb business 
big business! Write for complete information! 
DURO-LITE LAMPS, INC., NORTH BERGEN, NEW JERSEY 


; 


CRYSTALIER GLOBELITE SPARKELITE TRU-WHITE CANDELITE 


SEE US AT*BOOTH 403—NATIONAL LIGHTING EXPOSITION +Weren street 
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Fastener Guide for Masonry 
s and Hollow Wall Anchors 





FASTENER IMPORTANT _ORILL 
TYPES FEATURES SIZES 


WHERE ir 43) 
TO USE AVAILABLE 


DIAMOND 


EXPANSION BOLT CO., INC. 
505 North Avenue, Garwood, N. J. 


HOLDING 
STRENGTH 


Please send FREE Fastener Guides. 
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CHRISTMAS is past, but one memorable event is still in the minds of those who 
attended a Christmas Dinner-Dance of the Tristate Electrical Supply Co., Inc., 
Hagerstown, Md. It was a Father and Son night occasion. John H. Kuhn (right) 
veteran of 32 years service with Tristate, officially retired and became the fourth 
employee to join the company’s pension plan. On the same occasion, his son, E. 
Allen Kuhn (center), was welcomed as the eighth member of the TESCO 25 year 
Club. The two men are being congratulated by John M. Waltersdorf, president of 
Tristate, after presenting Allen with a gold watch. Five and ten year service award 








pins were also presented to six other employees. 





Electronics News: 


High Volume Of Sales 





Forecast For 1961 


OWENSBORO, KY.—A continuing 
high volume of electronic components 
manufacturing and sales is expected in 
1961 despite a leveling effect during 
the first two quarters of this year, pre- 
dicts L. Berkley Davis, vice-president 
and general manager, Electronic Com- 
ponents Div., General Electric Co., 
Owensboro, Ky. 

For the industry in brief, factory 
sales of electronic tubes of all kinds 
should total $827 million and semicon- 
ductors, $626 million. These sales in- 
clude 385 million receiving tubes, 180 
million transistors, and 11 million TV 
picture tubes. 

Semiconductor sales will reach $626 
million, a 19% increase over 1960's 
estimated $528 million. Included are 
estimated sales of 180 million transis- 
tors (38% over 1960) for a total of 
$360 million, and an increase of 16% 
from an estimated $117 million to 
$136 million for rectifiers. 


Louis Allis Company 
Buys Electronics Firm 


MILWAUKEE, WIS.—The Louis 
Allis Co., Milwaukee, has announced 
the purchase of the Dynapar Corp., 
Skokie, Ill. “This acquisition is the 
first step in our long range program 
of expansion and diversification,” said 
John W. Allis, president of the firm. 


“It is of particular significance because 
it marks our entry into the field of 
electronic equipment used so extensive- 
ly in industrial and military applica- 
tions,” he added. 


CBS Electronics Expands 
R & D Program 


DANVERS, MASS.—CBS _ Elec- 
tronics, the electronics manufacturing 
division of Columbia Broadcasting Sys- 
tem, Inc., is launching a greatly ex- 
panded research and development pro- 
gram. In making the announcement, 
Clarence H. Hopper, president of the 
division, said that initially the emphasis 
will be on promising types of semi- 
conductors and microelectric circuits. 
He stated that the CBS Laboratories 
in Stamford, Conn. will provide most, 
but not all, of the additional research 
and development requirements. 


GE Electronics 
Plant To Expand 


PALO ALTO, CALIF.—Plans for a 
major expansion and renovation of the 
General Electric Company’s electronics 
plant here have been announced. Con- 
struction of a new 8,000-sq ft single- 
story addition to the present plant at 
601 California Ave, is presently under- 
way. The new addition, to be used by 
the engineering section for research 
and development work, will release 
10,000 sq ft of floor space in another 
area of the plant. 
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CLAYTON MARK 


exclusive 


FINISH 


make the 


trifle bore test 


See why wires fish easier through super 
smooth Clayton Mark “ELECTRICTUBE” 


eSUPERIOR ENAMEL e¢SMOOTHERI.D. e EXCLUSIVE D.C.WELD 


Like the sleek, smooth barrel of an army rifle on inspection — Clayton Mark thinwall 
electrical conduit meets all tests to stand above competition. Manufactured from supe- 
rior quality steel, “Electrictube” withstands the abuse of construction yet bends and cuts 
easily. The interior surface is coated with a specially prepared enamel that won’t soften, 
gall, flake or chip. Continuous D.C. Weld is an exclusive feature. Conclusive tests have 
proven that wires pull through Clayton Mark conduit with the least pressure under a 
variety of temperatures and conditions. Yes, take another look . . . and order Clayton 
Mark conduit — the “Contractor’s Favorite” for more than a half of a century! 
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AND COMPANY 
1907 DEMPSTER STREET + EVANSTON, ILLINOIS + U.S.A. 


& ~ 
CA romesSQqarer WELL SUPPLIES SX conouit CY unions —) TUBING 
~~ Ss | ee 





American Electric... 


BOSS ELECTRICAL ENCLOSURES Contatti 


quired to check orders for pertinent 
information before sending it to the 
main house. Now, by using a charge 
plate, he can utilize the time saved 
for calling on customers. 

e Other Uses—With credit problems, 
the new system has been of benefit 
for American Electric. 

“If a customer is behind in his 
credit payments, all we have to do is 
remove his charge plate from our 
Me files,” Mayfield says. “Then, whenever 

i , our counter or branch personnel write 
© NEMA Type 12 Single Door an order and then see that they do not 
| have a charge plate for that particular 

| customer, they can immediately in- 
form him he is no longer on credit 
status with our firm.” 
Occasionally, when customers have 
been taken off credit, personnel at the 
When you need consistent high quality and main office have informed branch 
dependable, fast delivery, call for BOSS managers to withhold orders from 
electrical enclosures. customers. However, this is not a fool- 


BOSS J..C. and NEMA wiring boxes, trough a method, Mayfield adds, and 
: ; : : ranch personnel have forgotten to 

and wireway provide protection against oil, foliew taitenations 

water, dust or dirt. All BOSS boxes and Under the current situation, how- 

wireway are phosphatized before baked ever, Mayfield says that branch man- 

enamel finish is applied. agers are told to withhold the charge 


“Specials” are quoted promptly, fabricated | Plates. 
accurately to your specifications and serv- “If the branch managers do not 
iced for quick shipment. have charge plates for their custom- 
ers, they cannot give them credit,” he 
Write for catalog which shows the complete says. “This is a foolproof method of 
line of BOSS products carried in stock for giving credit not only in the main 
immediate shipment. Sold through leading house but also in the branches to cus- 
electrical distributors everywhere. tomers who are not qualified to have 
credit with us.” 
e Tangibles and  Intangibles—By 
blocking out all information on the 
charge plates other than the name and 
cs ~ address of the customer, American 
Complete Line of Fittings és 3 Electric is able to use the plates for 
addresses on shipping labels. This 
eliminates the extra work required in 
the shipping department in typing or 
writing the name and address of every 
customer to whom a shipment is to be 
made. 
“With about 2,000 plates now on 


» fe? J.1.C. Wiring Box " a file, we have speeded up operations 
\ and Panel J.1.C. Wiring a tremendously,” Mayfield says. “The 


Trough only problem at first was when the 
counter and outside salesmen pulled 
the wrong plate for a customer. Now, 
however, with length of experience, 
we are not bothered by this situation. 

“We not only have speeded up the 
over-all operation, but we have elimi- 
nated most—if not all—errors in our 
office billing procedures,” Mayfield 
| added. 





Oil Tight Console 


. 
\ 


“If a distributor can handle cus- 
tomers’ orders with error-free meth- 
ods, he is building good customer re- 
THE HUENEFELD CO. ENGINEERED PRODUCTS DIVISION nt, Soe On Se Smee, 
2703 SPRING GROVE AVE Bai aiatinties a aed but one which brings more volume 
and profits.” 


Oil Tight Pushbutton NEMA Type 1 
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TRIANGLE BITUMINOUS FIBER 


YOU DON’T NEED GLOVES... 


to install TRIANGLE Bituminous Fiber Conduit 


PLASTIC COATING 

PROTECTS THE HANDS 

Here’s a fiber conduit that’s really kind to your 
hands. TRIANGLE’S special transparent plastic 
coating keeps this conduit clean, easier to handle... 
minimizes skin burn. 


STRAIGHT LINE COLOR CODE STRIPE 


You identify TRIANGLE Bituminous Fiber Conduit 
at a glance. A straight color coding stripe runs the 


length of each section . . . white for Type I, orange 
for Type II. And, the TRIANGLE seal and type are 
printed all along the way .. . for easier identification. 


LONG TEN-FOOT LENGTHS 
SAVE TIME AND MONEY 


TRIANGLE Bituminous Fiber Conduit comes in long 
10 foot lengths (as well as 8 and 5 foot lengths). 
Longer lengths mean fewer joints, faster installation, 
lower costs. 


SEND FOR FREE CATALOG — ///ustrated catalog describes features, 
applications, installation procedures, etc. Yours for the asking 


by writing: 


a 
TRIANGLE CONDUIT & CABLE CO., INC. 


EXECUTIVE OFFICES: NEW BRUNSWICK, N. J. 


WMUST Be Right!” 
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Plants: New Brunswick, N. J., Landisville, N. J., 


Moundsville, West Va 
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© “Balancing Bi-Metal’ 


Exclusive with 
ARROW-HART 


RELIABLE OVERLOAD 
PROTECTION FROM 
—20F TO +165! 


FOR ALL ARROW-HART “RA” MAGNETIC 
STARTERS, NEMA SIZES 0 THROUGH 5! 


Now, for the first time, you can give your customers 
reliable overload protection regardless of heat or cold 
... because this compact new A-H Overload Relay 
operates on the same time curve at all temperatures 
from —20°F to +165°F. Simple, rugged, dependable 
mechanism features the exclusive A-H “Balancing Bi- 
Metal.’”’? Much smaller than any other comparable units, 
these relays have the same base size as standard A-H 
Overload Relays, use the same regular or quick-trip 
heaters, and can be used on any A-H Type “RA” 
Magnetic Starters. Compensation is completely auto- 
matic ...no field adjustment is needed. Available with 
ratings from 25 to 300 amperes, continuous current. 
Ideal for use outdoors, in installations subject to wide 
seasonal changes in ambient temperature. . . or indoors, 
in installations subject to wide daily changes! 


Write today for complete information. The Arrow-Hart 
& Hegeman Electric Co., Dept EW, 103 Hawthorn St., 
Hartford 6, Conn. 


ARROW (T) HART 
Kuby wae 1890 


MOTOR CONTROLS + ENCLOSED SWITCHES 
APPLIANCE SWITCHES + WIRING DEVICES 











Business Outlook 


GNP For ‘61 Expected 
To Reach $512 Billion 


Here is the monthly report on 
business, as prepared by the McGraw- 
Hill Department of Economics. 


Aiea to the economic experts, 





the American economy will set a 

new record in 1961, when we will 
produce a Gross National Product of 
about $512 billion compared with 
$503 billion in 1960, the all-time rec- 
ord to date. 

This is a relatively small gain, about 
2%, for business as a whole. And it 
will be compounded of unusually wide 
Variations between industries, which 
will be going in all directions—up, 
down and sideways. 

Our round-up of prospects on 47 
individual industries, which appears in 
The Pulsebeat Of Industry, A Look 
At 1961, a McGraw-Hill report, illus- 
trates how diverse the movements will 
be. The tally shows that 27 of the in- 
dividual industries covered in the re- 
port will show significant improvement 
in 1961, 11 will decline, and 9 will 
hold about even. 

We are entering 1961 with business 

declining gradually. How far will it 
go? Will the decline continue its pres- 
ent pace? Will our economy go 
through a period of rolling readjust- 
ment, when one industry picks up as 
another industry falls off so that the 
sum total of business changes scarcely 
at all? Or will business take a sharp 
turn one way or the other? The best 
answer we can give now is that a 
continued slow slide is in prospect for 
the next few months, but that some- 
time during the spring the curve of 
total business will turn around and 
move in an upward course. 
e Concentration Of Blows — Nearly 
everything that could contribute to a 
business slowdown has taken place in 
the last few months. As a result in- 
dustrial production has dropped 7 
points from a July level of 110 
(1957-100) to about 103 in Decem- 
ber. And at the same time unemploy- 
ment has been rising sharply. Seasonal 
swings alone could push the total un- 
employment figure well over 5 million 
by March, a level it has not reached 
since the summer of 1958. 

Nevertheless, our total economy 
has stood up exceedingly well under 
the hard knocks that it has sustained 
since the end of the summer vacation 
season. Our economy has been buf- 
feted by: 

e Inventory cutting on a _ very 
broad scale. 

e A combination of unusually 
warm weather during the fall shopping 
season and exceedingly cold weather 
and heavy snow storms just rrior to 





the big Christmas shopping season. 

e Consumer apathy toward dura- 
ble goods purchases. 

e A drop in residential construc- 
tion. 

e A cut back in business’ plans 
for new plant and equipment, result- 
ing from falling operating rates and 
mounting excess capacity. 

e No significant lift in spending 

by the federal government. 
e Turn Around—tThere is good 
reason to argue that an economy hav- 
ing weathered such assaults with only 
a modest dip in business will soon get 
back on the right track and head up- 
ward. The worst of the buffeting is 
already over. 

Manufacturers have been busily cut- 
ting production to reduce their inven- 
tories. They have whittled away in- 
ventories by more than $1 billion in 
the last few months. But with sales 
still heading down, the prospect is for 
some further inventory cuts. 

However, in some industrial areas, 

inventory liquidation is probably being 
overdone right now. The current quar- 
ter will probably see the deepest cuts in 
manufacturers’ stocks. And a reversal 
in inventory policy from liquidation to 
build-up should occur by mid-year. De- 
cisions to rebuild stocks could bring 
about a rash of new orders right 
across the board. 
e Consumers The Key—Consumer 
expenditures account for about two- 
thirds of GNP—by far the largest 
chunk of the nation’s economy. And 
consumer spending has held up very 
well. A last minute rush to fill Christ- 
mas stockings with gifts ranging from 
toys to mink coats made December 
the best month in the retail history, 
topping December 1959 by about 2%. 
But many retail merchants have be- 
moaned the fact that if the weather 
had only been better, the year-to-year 
increase might have been 4%. 

As for consumers, they will have the 
financial capacity to spend more this 
year than last. Right now, personal in- 
come after taxes is about $16 billion 
higher than it was 12 months ago. 
And the spending power of American 
consumers will keep rising in °61. 

The key question about the con- 
sumer is not whether he is well-heeled 
financially, but whether he will spend 
the money he has. Historically, con- 
sumer expenditures have usually risen 
year to year. And even in a period 
characterized by abundance and re- 
cession, it is likely that consumers will 
continue to spend larger sums of mon- 
ey or increase their debt in order to 
purchase more goods and services than 
ever before. 

Several months ago it appeared as 
if consumers would make sizable cuts 

Continued on page 112 
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GROUNDING 
» Receptacles 





ONE PIECE 
CONTACTS 

OF \%” THICK 
BRONZE 


CONTACT 
RIVETED TO 
BASE PLATE 

WITH DOUBLE- 
HEAD BRASS 


SPECIFICATION GRADE 


Now, positive grounding protection on commercial 
and industrial installations is assured with Arrow- 
Hart Grounding Receptacles built with riveted 
grounding contacts and terminals. The U-shaped 
double grounding contacts and terminals used in 
Arrow-Hart Specification Grade Grounding Recep- 
tacles feature a unique one-piece construction of 
heavy %” thick bronze — not brass. This is mounted 
on the strap by a brass rivet, headed on both sides. 
Exclusive with Arrow-Hart, this rigid one-piece con- 
struction eliminates the possibility of loose joints and 
of parts turning in the grounding path... giving the 
operator dependable positive protection. Be safe — be 
sure — with Arrow-Hart’s built-in 

quality and hidden values! 

Complete information on 

ARROW-HART grounding 

devices is provided in the new 

booklet, “Grounding Facts’’. 

Write today for your free copy to: 

The Arrow-Hart & Hegeman 


Electric Co., Dept. EW, 
103 Hawthorn Street, 
Hartford 6, Connecticut. 


ARROW HART 
ually since 890 
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Reels 


AUTOMATICALLY 
RETRACTING 


Cordomatic 

Reels fea- 

ture savings, 

safety, conven- 
ience...make your 
selling job easier 
and more profitable. 


Quicker turnover and higher profit margin. Un- 
equaled guarantee and service. Productive adver- 
tising and merchandising backing. 


NEW! HANDY-LITE REEL 
¢ 1001 uses —all around the house 


A brand new sales moker . automatic light 
and power, when and where it is needed — in- 
doors or outdoors, home workshop, patio, garage 
— all around the house. Cord locks at any de- 
sired length, up to 20 feet, retracts automatically 
into case when not in use; built-in electric outlet 
in pistol-grip handle; mounts on ceiling or side 
wall; Model 500. $8.95 retail. 


NEW! MOBILE-LITE REEL 
« Designed for modern living 

. completely portable illumination and powe: 
oll around the house — basement, workshop, 
garage, attic, patio, etc. Includes built-in electric 
outlet. Simply plug in and carry Mobile-Lite to 
point of use. Swivels in any direction; cord locks 
at any desired length up to 20 feet and auto- 
matically retracts when not in use. Completely 
portable, can be set on table or hung on wall 
Accommodates 150 Watt sun-lamp, floodlight, 
spotlight or incandescent bulb 

Model 505. $10.95 retail. 


NEW! PORTABLE OUTLET REEL 


A happy solution to placing an electric outlet 
where one isn’t — carry electric outlets to where 
they are needed — indoors or outdoors — home, 
workshop, patio, garage. A real profit maker, its 
cord extends to 15 ieee, locks at any desired 
length and retracts into attractive reel housing 
when not in use. 3-way outlet operates 3 house- 
hold appliances or tools at once completely 
portable, can be set on table or hung on wall. 
Decorator styled for use anywhere. Fully guaran- 
teed — quality built for long service. Available 
in Desert Beige, Ebony Brown, and White, Models 
510D, SI0E, and 510W. $8.95 retail. 


WRITE FOR FREE LITERATURE describing other 


Cordomatic Reel models for every use in all sizes 
and lengths. 


All Cordomatic Products are Uncondi 
tionally Guaranteed. UL Approved 
1710 W. Indiana Ave., Philadelphia 32, Pa. 


America’s Leading Manufacturers of Automatic 
Cord Reels for Home and Industry Since 1929 
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For the next fifteen years... 


Gross National Product 
to Rise 87% From 1960 to 1975 










































































Economy Should Hold Strong 


Here's an economic outlook for the U.S. from now until 


1975, examining growth potential as a whole and singly. 


This report was prepared by the Mc- 
Graw-Hill Department of Economics. 


HERE is the American economy 

headed over the next 15 years? 

Historically, our economy has 
continued to grow despite ups and 
downs and a disastrous depression. 
And even though our economy has 
begun the 60s at a somewhat less than 
“soaring” pace, the American econo- 
my will grow and attain the long-run 
growth potentials for 1965, 1970 and 
1975. 

Two main points about the Ameri- 
can economy are evident between 
now and 1975: 

e The substantial 
tential of the U. S. 
whole. 

e The extraordinary potentials for 
growth of a number of individual in- 
dustries and industrial fields. 

The recording of these potentials is 
not a forecast of the position of the 
general economy or any industry at a 
particular time during the period cov- 
ered. It must be expected that business 
in general and individual industries 
will continue to have ups and downs 
rather than move in the straight lines 
of growth which are presented in the 
charts for the period as a whole. 


growth poten- 
economy as a 


Also, it cannot be too strongly em- 
phasized that there is nothing auto- 
matic about attainment of the degrees 
of growth indicated. Failure to do 
short-range planning successfully can 
remove a company from the ranks of 
those which may develop the long- 
er-range potentials. 

Ihe study assumes we will be spared 

the total destruction that would result 
from a war with ballistic missiles car- 
rying hydrogen warheads. We 
assume we shall not encounter any 
crippling shortages of basic resources 
over the next two decades. The final 
assumption is that our political cli- 
mate will remain favorable to private 
enterprise and initiative. 
e Past Growth—During the past 
60 years the gross national product 
has increased at an average rate of 
about 3.1% per year. (This is the rate 
of real growth after adjustment for 
price changes). 

In 1960, out of our total popula 
tion, nearly 67 million people were at 
work. Their average output, measured 
in 1960 market prices, was $3.65 per 
manhour, and they worked an aver- 
age of 39.7 hours per week during 
the 52 weeks of the year. The result 
was a gross national product of $503 
billion. Continued 
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New Tubing Cutters 


RIFEeID No. 205 Tubing Cutter 


Time-Saving, Slide-to-Size Ve” to 2%’ O.D. Capacity 


Your customers will find these 
new lightweight but strong 
rRicar> Tubing Cutters 
extra-handy on every job. 
Slight push on handle of large- 
size-range Riteip No. 205 
snugs cutter wheel against 
tubing . . . locks it in position 
until released. Feed screw fully 
protected and enclosed 

always feeds into tube with 
easy handle turn... can’t jam 
with chips or dirt. Wheel gives 


quick, clean cuts of copper, 
brass, aluminum tubing and 
thin-wall conduit . . . no burr. 
Grooved rollers give easy flare 
cut-offs without tubing waste. 
Tubing always turns freely on 
2 of 4 Rollers. Rollers smooth 
tubing ready for soldering. 
Fold-in reamer always handy. 
Spare cutter wheel in handle. 
Wheel for plastic and alumi- 
num pipe available for No. 
205 only. 


Conform to Fed. Spec. GGG-C-771b Type I]—Class I—enclosed feed mechanism 


Rizeib No. 105 


Tubing Cutter 


Protected Feed Screw 
Always Easy-Turning 
Ve" to 1Ye’’ O.D. Capacity 


Get ready for sure sales! Order your supply of these new 
RifaiD> Tubing Cutters today! 








Of this total output of goods and 

services about $54 billion was pur- 
chased by the business community. 
Nearly $100 billion was spent by the 
government (federal, state and local). 
The rest of the national product, 
about $350 billion, was purchased by 
consumers. 
e Future Growth — How much 
will our national product increase in 
the future? As in the past this will de- 
pend: 1) On the size of the market to 
be served; 2) On the labor force avail- 
able; 3) On the resources and skills 
that the labor force can put to work. 
It will depend largely on the produc- 
tivity (output per manhour) that our 
labor force can achieve. 

Obviously the total market for 
goods and services is going to grow 
considerably, with total population 
reaching 235 million in 1975. But the 
chart also shows that the relative in- 
crease in the key working age group, 
22-64, is expected to be smaller than 
for the population as a whole. The 
labor force will grow, but not quite as 
fast as the total population, from 73 
million to nearly 95 million. 

From 1930 to 1960 hours of work 
declined about two hours per decade. 
For the period 1960 to 1975 we pro- 
ject a similar downward trend in 
hours of work. The average work 
week is expected to decline from 
about 40 hours in 1960 to 38 hours 
in 1970 and to 37 hours in 1975. 

From 1930 to 1960 productivity 
increased, on the average, about 2.5% 
per year. We have done better than 
this during the 15 years since the end 
of World War II. With continued im- 
provements in research, education and 
capital goods during the 1960s and 
1970s, we may hope that average na- 
tional output per manhour, the key 
factor in projecting growth, will in- 
crease at a rate of 234% per year, 
midway between the rate of the last 
thirty years and the postwar rate. 

If the labor force increases as ex- 
pected (a dependable forecast, since 
most of the people who will make up 
the labor force in 1975 are already 
born) and if output per manhour in- 
creases 234% per year, gross national 
product will grow from $503 billion 
in 1960 to $630 billion in 1965, $771 
billion in 1970 and to about $940 bil- 
lion in 1975. (All in 1960 prices). 

In 1957 the distribution of our na- 
tional product will not differ greatly 
from what it was in 1960. If defense 
needs are relatively lower, as we hope 
they will be, the government’s share 
of the economy will be slightly less 
and the business and consumer sectors 
of the economy will account for a 
somewhat bigger percentage of the 
pie. 

e Research And Development—lIn- 
dustry is spending more and more on 
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GET OUT OF THE TRUCK BUSINESS... 
AND BACK INTO THE ELECTRICAL BUSINESS! 


Every hour spent on truck problems and administra- 
tive details is an hour better spent in promoting your 
own business. This is why more and more companies 
today are switching to Hertz Truck Lease Service! 
Hertz pays cash for your present trucks. Then you 
take your choice of new GMC, Chevrolet or other 
famous make trucks. Or your own trucks can be 
reconditioned and leased back to you. Instead of 
many separate bills, you pay just one check per week 
—and that covers everything except the driver. 
Hertz Truck Lease Service includes complete truck 


No investment...no upkeep 


LEASE HERTZ, =. 


HERTZ ALSO RENTS TRUCKS BY THE HOUR, DAY OR WEEK 


maintenance, 


plus all administrative details such as 


licensing, insurance, garaging, emergency road service, 
painting and lettering of trucks, and much more! 


The service is flexible—trucks are custom-engineered, 


for example, 


to suit any kind of business. Should a 


truck be tied up for repairs, Hertz supplies a replace- 
ment. Or if extra trucks are needed, for peak periods, 
Hertz supplies them immediately. Get out of the truck 
business today! Call your local Hertz Truck Lease office 
for more information or write for booklet —““How To 


GET OUT OF THE TRUCK BUSINESS.’ 


eeeeeeeeeeeeeeeeeeeeeneee 


> 


LEASE, Dept. ©-2 
New York 21, N.Y. 
“How to Get Out of the 


HERTZ TRUCK 
660 Madison Avenue, 
Please send copy of booklet 
Truck Business”’ to: 


NAME_ 

POSITION IN COMPANY__ 
COMPANY 

ADDRESS 


CITY 








research and development. Thus the 

| pace of technical developments is 

aa os & S quickening. McGraw-Hill surveys on 

Mi | | | | G  @- A : the dollar volume of research and de- 
velopment performed by industry in- 


FROM THE dicate that these expenditures totaled 


$9.6 billion in 1960, more than dou- 
=irfe)] \[ece@) STABLES ble the 1955 figure of less than $4.8 
| billion. The estimate of all other re- 
search and development carried out 
by government, universities and foun- 
dations adds up to another $3 billion 
in 1960. 

Total research expenditures have 
grown in the past 15 years from less 
than $2 billion per year to nearly $13 
billion, and by 1970 it is estimated 
that total expenditures on R and D 
will reach $23 billion. 

The result of all this research and 
development work has been to create 
new products and new industries. For 
example, in the past decade output 
of plastics is up 300%; electronics 
production is up 240%; aluminum 
output has increased 200%. Even 
companies in such well-established 
fields as food processing have close 
to 30% of present sales in product 
lines developed since 1950. 

New Industrial Revolution—It is 
still too early to say how the great 
upsurge of research and development 
will be reflected in specific industrial 
products. Research on the present 
scale is something new for any econ- 
omy, and many companies have only 
begun to explore its possibilities. 
Furthermore, experience has shown 
that about seven years may pass be- 
fore the impact of a research dis- 
covery is fully reflected in business 

Mining engineers know the importance of the outer protecting jacket on portable elec- — Se ee fates re 
trical cables. Probably no industry is more dependent on the reliable delivery of on hundreds of new products ver “he 
electric energy to production and transportation machinery. This is why a growing processes that will show up dramatic- 
number of astute buyers of mine supplies specify Bronco 66 Certified to their Elec- ally during the 1960s. tow 
trical Distributors. They want that jacket with the 67.32% Neoprene content—highest | Here are some estimates based on 
they can find. They want the maximum protection it affords—protection against the | recent studies on research and devel- 
destructive forces found deep in the earth or in the raw surface of the open pit...oil, | opment: 
acids, alkalis, sunlight, ozone; the crushing, scuffing, tearing, and abrasion from e Total expenditures on research 
rock and ore, tools and machines. And, most important, Bronco 66 Certified will not and development will increase 
support combustion. Molded* into the jacket so it won't rub off—branded* every about 85% from 1960 to 1970 
two feet along with complete identification—is the symbol ‘‘P116BM:’ This denotes Sales of new products will fon, 
approval by the Pennsylvania Bureau of Mines and acceptance for listing by the Fed- ble in the five-year period 1960- 
eral Bureau of Mines. Whenever the best is mandatory—in construction, manufactur- 1965, and triple in the ten years 
ing, or mining—specify Bronco 66 Certified, an investment in continuous production. 1960-1970. . 
*U.S. Patent No. 2867001 By 1963 new _ products—not 
$00 voLr & BA <2, oa made in 1959—will account for 
; ROUND PARALLEL & PCG 15% or more of the total sales 
sizes to 4/0, op al tay ge £6 is me of the electrical machinery, ma- 
500 mem ground 4/0, 2 seeouers a chinery, instruments and _trans- 
single cond., wires in cond Sendecter. te, ati ; : : 
— ech + eamgplied portation equipment industries 
3KV & SKV — gh hn In consumer goods, about 10% 
re, . of 1963 sales—and even more 
of 1965 sales—will be in new 
products. 

What are these new products that 
will make these trends come true? 
Some of them are already under de- 

D WIRE COMPANY velopment—products so revolutionary 


5:58, California they will radically change the way an 
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SLATER PROVES AGAIN... QUALITY COSTS NO MORE! 


NEW HELO ROTARY DIMMER 
HANED AS MAJOR ADVANGE! 


SLATER completely explodes the myth of buying 
dimming controls by the pound. Compare the revolutionary 
HI-LUX Dimmer with any other incandescent light control. 
Use any yardstick. HI-LUX is small (a neat 1/2” deep, 142” 
high and 1” wide). Fits standard switch boxes with room to 
spare. Uses standard wiring (only 2 connections). Employs 
semi-conductors. Needs no transformers or rheostats. That’s 
HI-LUX...compact, dependable, superbly engineered. 
HI-LUX is rated at 500 Watts and may be installed in 3 or 
4-way circuits for all incandescent applications. For additional 
information and prices call, wire or write today. 


ELECTRIC & MFG. CO., INC. 


GLEN COVE, L.tf.. NEW YORK 
In Canada: 
E. & H. Sales Reg’d. © 9735 Jeanne Mance St., Montreal 12, P.Q. 
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@ Low in cost 
@ Compact in size 


@ Fits all standard 
switch boxes 


@ Installs in minutes 


CALL, WIRE or WRITE 
.--TODAY 


Slater Electric & Mfg. Co., Inc. 
Dept. DB 


Gien Cove, L.I., N.Y. 


enn all cssarnirsstenssorinncscicienicniesessteaieetainnnsendilimiameamnisiabicitaions 
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MAK 


ALUMINUM 
HIGH BAY 





@Vap 





RLM STANDARD 40 


REFLECTORS 


FOR 400 W. MERCURY and 300-1500 W. 
MOGUL INCANDESCENT LAMPS 
These etched Alzak Alumi- 

num Reflectors are the medium 
spread type designed with 33 
degrees light cut-off. With 400 
W. Mercury Lamps, they de- 
liver 50% output in the 0-30° 
zone. With incandescent lamps 
they put 59% in the 0-30° 
zone. They incorporate ventila- 
tion with a protective drip 
shield. Interchangeable hoods 
for various lamp sizes place 
the light center correctly in the 
reflectors. Hoods are finished 
white or gray porcelain enamel, 


WHITE 
PORCELAIN ENAMEL 


Same design as Alzak, 
finished all white por- 
celain enamel, 16" and 
18” diameters. Socket 
or Easy-Tach construc- 
tion for pendant or box 
type mounting. Send for 
descriptive literature on 
these units today, 


QUADRANGLE MANUFACTURING CO. 
Dept. 21 325. PeoriaSt. Chicago 7, lif. 
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American family lives: wall-size TV 
screens, all plastic homes and paper 
wearing apparel. During the 1960s, 
consumer products of this type will 
go into mass production. Still newer 
products are passing from the re- 
search stage to the development stage 
every day. 

Even more spectacular advances 
are taking place in the design and 
development of new capital goods. 
The electric power industry expects 
that a substantial number of its plants 
will be atom-fueled by 1970. By then, 
the building industry hopes to use 
complete prefabrication techniques. 
And many metal products may be 
produced by direct reduction of ores, 
powder metallurgy and continuous 
casting techniques. 

The greatest impact of new prod- 

ucts and new processes, for an ex- 
panding market, will thus be felt about 
1965—reflecting the step-up in re- 
search spending that began in the 
mid-1950s. And the effects will spread 
through every field—manufacturing, 
mining, construction, agriculture and 
distribution trades—as we move to- 
ward 1975. 
e Speed-Up—In the factory, more 
and more of the work will be handled 
automatically. In some plants, elec- 
tronic computers will direct the com- 
plete production operation. In others, 
better conveyors, more powerful mo- 
tors and new devices for turning and 
positioning heavy pieces will make it 
as easy to move heavy metal parts 
from station to station as it is to move 
lighter products today. 

Outside the factory, the wonders of 
mechanization and electronic controls 
are being extended to such laborious 
fields as agriculture and construction. 
More food will be grown on less acres 


as chemistry improves crop yields, 
and bigger multi-purpose machines 
get in the harvest more quickly. The 
food processing plant of the 1970s— 
complete with electronic controls— 
may get its raw material directly from 
the harvesting machines in one con- 
tinuous operation. 

As construction machines get big- 
ger, they will haul into place factory- 
made sections of walls and floors—for 
giant office buildings as well as apart- 
ment houses. Other machines will re- 
shape ground and pour concrete for 
huge sections of dams and highways 
with great speed and minimum labor. 
In all types of buildings the use of new 
materials, such as pre-stressed con- 
crete, glass blocks, and plastic pipe 
will permit greater pre-fabrication and 
less on-the-site labor. 

Construction and agricultural ma- 

chines will be in ever increasing de- 
mand to replace scarce labor. So out- 
put of tractors, farm implements and 
earth-moving equipment will show 
considerable gains. 
e More Capital Goods—aAll 
changes in technology will create 
higher demand for capital goods. 
Capital spending will be greater than 
in an economy that was simply pro- 
ducing the same goods by the same 
methods—even in increasing quantity. 
In addition to increasing capacity, the 
rapid pace of technical improvements 
will call for continuous modernization 
of plants and equipment. 

To keep pace with the growth we 
have indicated for population and 
gross national product, manufacturing 
capacity will need to increase by 85% 
by 1975. Electric power companies 
must triple their generating capacity. 
Railroads, air cargo lines and truck 
operators will need equipment to han- 


these 





Needs For New Machinery 
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He’s the spearhead of the electrical wholesal- 
ing business. He’s the distributor salesman. 
{, His pants shine from sliding in and out be- 
hind the wheel. He never hears a radio program 


all the way through. He often ends his day with mud caked on his shoes. His 
handshake, his sense of humor, and his technical know-how get a good workout every 
day. Especially the latter. €_ That’s why he gets more help and backing today than 
he ever has before—through the combined strengths of Rome and Alcoa, integrated 
into a single sales force. Our men are ready to apply all their talents and experience to 
help the distributor solve customer problems 


and improve sales. €| Keeping your outside RO IVI E CA =) a = 
men in the know keeps us on the go. DIVISION OF ALC OA 








die about 90% more freight. All this 


y means a substantial growth in future 
requirements for plant and equipment. 
But in addition, there will be the 


tremendous demands for moderniza- 
tion of existing plants to keep up with 
research developments. Businessmen 
answering a recent McGraw-Hill sur- 
vey revealed that it would cost $95 
billion to replace all obsolete facilities 
| new ype 0 with the best new plant and equip 
ment. So, over the long run, replace- 
ment and modernization expenditures 


I may account for half of all capital 
expenditures. 
Needs for new capacity and needs 


for modernization may result in as 


much as $48 billion per year of busi- 
ness capital expenditures in 1965, $58 
billion in 1970 and $70 billion by 


1975, compared with about $36.5 bil- 
lion for 1960. 


years of experience in the Elec- 

| Catalog business, the new Jaqua Standard- 

ype of catalog was introduced a year ago 

The enthusiastic acceptance and unqualified en- 
jorsement by all sizes of distributors who have 
used this new catalog idea proves it is the right 
answer for your catalog needs 


Here are five exclusive advantages for you: 





1) Available in quantities of 500 and up 
— at new low cost! 

2) Minimum time and effort is required 
— several have been done by mail! 

3) Presents only the lines you handle ~ 
don’t take what you do not want! 

4) Covers 90% of all merchandise you 
stock and sell. 





e Growth — Electrical machinery 
output may rise to 155 in 1965 and 
: : 5 oes > 255 in 1975 from 114 in 1960 as 
5) Multiple choices individualize measured by the American Machin- 

each catalog. ist/Metalworking Production index. 
By 1975 in one special field—electri- 
cal distribution equipment—manufac- 
turers will be selling three times the 
dollar volume they achieved in 1960, 
according to the latest estimate by 
Electrical World. This is a striking 
example of what it will take in terms 
of capital equipment to meet the needs 
of a growing America. 

There is a great potential growth in 
the field of industrial instruments and 
controls. Production may _ increase 
140% by 1975, with electronic con- 
trols leading the group. 

Another field with especially strong 
growth prospects is office machinery. 
Sales of office machines are likely to 
more than triple by 1975. Two factors 
promise continued rapid growth in 
this field, where sales have doubled 
every ten years: 1) more complex re- 
search problems will call for wide- 
spread use of electronic computers in 


To increase sales in 1961 you need your own Jaqua 
Standardized Catalog. Mail coupon for sample 
catalog and complete information 


The JAQUA Company 
Electrical Catalog Division, 
124 Fair Street, S.E., Grand Rapids 2, Michigan 


ligation send us a sample of your Jaqua Standardized 
er 
r Catalog and quote us on the quantities checked 


) 500 ) 750 1000 ) 1500 { ) copies 
Firm 
Name and Title 
Address 


City Zone State 


CREE EEE EEE HEHEHE EEE ESTER EEE EEE 


CSET OHHH HHO Hee eH eee eee eT ee 
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In 1858, the first Atlantic +r ’ m ° ° 
Today, Bishop answers industry’s 


Cables were insulated with 
Bishop Gutta Percha. 


critical demands... from the tropics to polar regions. 


This is the world of BISHOP ELECTRICAL INSULATION 


114 years of continuous development and service has established Bishop as a leading producer in the electrical 
insulation field. Bishop’s high standard is maintained in a comprehensive line of plastic and synthetic rub- 
ber tapes, epoxy compounds for cable splicing and special compounds for cable repair. 


Other Bishop Tapes 


No. 85 All-Climate 
Vinyl Electrical Tape 


BI-PRENE (Neopren 
E trical Jacketing T 


Bi-Seal Self Bonding 
Electrical Tape 


Exclusive Bishop polyethlene base tape 

is unexcelied for all-weather application 

in communication and power distribution 

wire and cable splicing. Available in 7 

Yo", %”, 1”, 142”, 2”, widths. DS i VINYL ELECTRICAL TAPE 
A s No. 1 (.00 and No. 2 (.010 


Superior corona and ozone resistance 


Fuses into solid mass 
Moisture, corrosion and chemical resistant 
High dielectric strength 

Superior aging and weathering 

Long storage life 


Write for catalog or specific data. 
RUBBER TAPE 


SE SELOE $i: 
Manufacturing Corporation, Cedar Grove, Essex County, N. J. NS 


February, 1961—ELECTRICAL WHOLESALING 





| government and industry, and 2) cleri- 
| cal workers will be replaced by ma- 

fe) LOVE LOR | chines in many dull, routine jobs. 
Bright growth prospects for the 
PER MINUTE chemical industry indicate a large de- 
| mand for chemical process equipment. 
Makers of such equipment will also 
benefit from the trend toward greater 
utilization of by-products and chemi- 
cal wastes in such industries as steel, 
petroleum, pulp and paper. And the 
need for chemical processes to utilize 
low-grade mineral ores and improve 
the qualities of other natural materials 
such as lumber and textile fibers, will 
add to the market for equipment of 
this type. For these reasons, produc- 
tion of chemical process machinery 

may triple by 1975. 
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One Clerk. ..10,000 Items 
Her Speed?... 


fo (fodiiiGe foe munue / 


ViSlrecord’s split-second record location makes it the world’s e Obsolescence—A high rate of ob- 


fastest record-keeping system. The speed and convenience solescence promises to create large 
demand for new types of metalwork- 


of ViSIrecord means savings up and down the line — less “ oe 

ing machinery. About 60% of our 
manpower needed, less space required, less operator fa- present machine tools are at least 10 
tigue, greater accuracy. years old. A large number of these 

tools are obsolete by today’s high 
ViSlrecord speed in machine posted or automated systems speed standards, and an equally great 
actually kills idle machine time. And, VISirecord works modernization job lies ahead for foun- 
dries and metal forming plants. Simi- 
larly with textile machinery, big 
ABest ‘ changes are expected during the next 
plications in large or small organizations, where records fifteen vears that will make obsolete 
must be kept and used quickly and accurately. much of the equipment in spinning and 

weaving mills. 
Your ViSIrecord man will be happy to show you how you The high cost of labor for the 
can apply speed to your record-keeping the V/SIrecord way. mining industries seems bound to add 


Meanwhile, write for case histories and other data. to the demand for highly automatic 
mining machinery. For example, there 


will be a substantial increase in under- 
ground installations of continuous 


ilreca, mining equipment. 


. Manufacturing, mining and con- 

Visir & Cc re) r d { n Cc m struction all provide markets for a 
’ rapid increase in sales of materials 

375 PARK AVENUE, NEW YORK 22, N. Y. handling equipment—to move things 
any distance from a few feet to sev- 

eral miles—without human muscle. 

Output of materials handling equip- 

ment will more than double by 1975. 


equally well in accounts receivable, purchase order follow- 
up, maintenance control and any of a hundred other ap- 


Systems Specialists in Principal Cities Dacia ies die #98 
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better 
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NEARLY EVERYONE AT CIRCLE’S AN 


Take Oscar Stangoni, braiding ma- 
chine operator at Circle. 

Mr. Stangoni doesn’t need to use a 
micrometer. Ordinarily, his foreman 
sets up the machine, checks with a 
“mike” at the beginning of a run and 
several times during a run to make 
sure that the O.D. is OK. 

But Oscar Stangoni uses one just the 
and he uses it often. Why? 
Maybe pride or a sense of responsi- 


Same 


bility—or maybe just because he 
feels better when he also knows the 


cable is absolutely right. 

This is just one of many ways in 
which Oscar Stangoni and hundreds 
more like him at Circle make sure 
that the wire and cable they turn out 
is as good as it can possibly be. 

And that’s another reason, we be- 
lieve, why Circle products have 
achieved their reputation for quality. 
Next time you specify cable, we sug- 
gest you ask for Circle. There’s no 
finer cable made. CIRCLE WIRE & 
CABLE CorP., Maspeth, N. Y. 


oF CERRO CORPORATION 


R1C CABLE + PLASTIC INSULA 


* NEOPRENE SHEATHED 


| 


. 
4 


oe eee eee 


"INSPECTOR" 


=)))))))) 


ABLE « C 





it’s typical of 
the demand for the 


NEW 


Super Rough Service 


FLOODLIGHTS 


Shock. 
Proof, 
Vibration- 
proof — 

10 to 100 
times longer 


bulb life 


a 

complete /ine 

of high and low voltage g 
models for all construction, 
mining, quarrying and industrial 
applications. 


ATTRACTIVE DEALER PROPOSITION 


For information and literature write 


PHOENIX PRODUCTS COMPANY 


4777 N. 27th Street * Milwaukee 9, Wis. 


CAPITOL CIRCUIT 





e@ The new Administration’s plans for counteracting the recession 
call for pumping federal funds into a wide range of programs that 
are of particular interest to the electrical industry. 

The anti-recession report submitted to Kennedy just before his 
inauguration laid down the new Democratic line which calls for 
vigorous government intervention to get some lift into business— 
new ideas, new money, new programs, expanded federal spending 
on existing programs, and new incentives to private industry. 

Immediately, however, the anti-recession prescription calls for 
boosts in programs that the Democrats consider good and necessary 
in their own right, recession or not. Hence, they can be pushed as 
both short-term and long-term policies, good in themselves. 

Here’s a rundown: 

(1) A vigorous push for school construction funds, (2) increased 
urban renewal programs, (3) more hospital construction funds, (4) 
“useful” public works programs should be accelerated—water re- 
sources, highways, post office and public buildings, (5) all highway 
programs should be accelerated, (6) natural resource development 
projects could be expanded, (7) residential housing should be stimu- 
lated—expanded loans for home modernization, reduction of mort- 
gage rates to 4.5%, reduction of FHA (Federal Housing Administra- 
tion) single-dwelling insurance fees, stepped-up mortgage-purchasing 
by F.N.M.A. (Federal National Mortgage Assn.). 


* 


e Electrical equipment buyers are investigating whether they can 
sue for damages arising out of admitted antitrust violations by major 
manufacturers in government suits in Philadelphia Federal Court. 
Some companies have announced they will meet with customers to 
work out “satisfactory” arrangements—presumably aiming toward 
out-of-court settlements for any possible damages. 

But states and cities—many of whom are big buyers of electrical 
equipment—are considering filing suits. Massachusetts, New York, 
California are possibilities. Since injured parties under the antitrust 
laws can sue for three times proven damages, suits could amount 
to millions against the electrical equipment makers. But it may be 
difficult to establish what damages resulted from the price-fixing 
conspiracies, and litigation could take many months once it’s initiated. 

r'VA, one of the original plaintiffs about rigged bidding in the 
electrical equipment industry, is keeping mum about whether it will 
file for damages—perhaps waiting for a cue from the new Administra- 
tion. Other government agencies, including the Bureau of Reclama- 
tion, various defense department agencies and the Bonneville Power 
Administration, are other possibilities for damage claimants. 

* a a 

e@ Nearly half (47.1) of all loans made by the Rural Electrification 
Administration during calendar year 1960 went for construction of 
generating & transmission facilities by borrowing co-ops, the REA 
reports. This is a record high percentage, although REA expects it 
to climb higher in the coming years. (The percentage of G & T loans 
for 1959 was only 27.4%). Most of the increase in 1960 over 1959 
was due to several large loans, says REA. 

Total REA loans during 1960 were $254.5-million; most of them 

52.3% —went for distribution lines and facilities; and 1.6 of 1% 
went for consumer appliance loans. REA pointed out that co-op 
customers now total 4,826,000, compared with 4,736,000 at the end 
of 1959. 

x * * 
@ The speed with which the Kennedy Administration acted in set- 
tling New York’s tugboat-rail strike hints at a new role for the federal 
government in serious labor disputes. Labor Secretary Goldberg 
helped settle the dispute on his first day in office. 
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& The tenant removes mail through a full-opening door. Even the 


4 Mail is inserted by the U.S. Postman. Each gang of receptacles 
largest mail is not bent or torn in insertion or removal. 


tilts forward permitting straight-down insertion of mail. 
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4 Two-piece design gives ready access to mounting-screw holes. 
Receptacles slip into frame without tools. 


4 An alphabetical directory of tenants’ names—or a push button 


plate or telephone—can be mounted in the same frame. 


AUTH “LIFE -SIZE MAIL BOXES 


Preferred for Apartment Houses 


We're getting a lot of new distri- 
butors for our “Life’-Size Mail Boxes 
all over the country. They tell us that 
their customers—the dealers and the 
builders, landlords, and housing author- 
ities— won't take anything else. What 
they like is the full-opening mail box 
door for each tenant. This means that 
magazines as large as LIFE don’t reach 


Auth 


SINCE 1892 


the tenant with the cover torn off or 
otherwise messed up. Another thing 
they like is the easy way it installs—they 
can take the receptacles out and have 
complete accessibility to the mounting 
frame. This cuts down on installation 
time and simplifies maintenance. Con- 
sidering that AUTH “Life”-Size Mail 
Boxes can last the lifetime of the 


building served, their cost is nominal. 


Along with this fine mail box, avail- 
able in a variety of finishes, we manu- 
facture AuthOtone Non-Electric Door 
Chimes—three different models. Like 
lawnmowers and garden rakes, mail 
boxes and door chimes go together. The 
local Auth representative will be 
delighted to discuss them with you. 


Auth Electric Company, Inc. 


LONG ISLAND CITY 1, 


NEW YORK 


MANUFACTURERS OF APARTMENT HOUSE TELEPHONE SYSTEMS, MAIL BOXES, DOOR CHIMES AND BELL SYSTEMS 
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Give your Customers 


THE QUALITY tney want 
in DRY TYPE TRANSFORMERS 


All transformers are NOT alike. It’s the extra features plus high standards of 
design and quality of construction that make Acme Electric dry type transformers 


the best buy you can offer your customer. 


Illustration below shows typical construction of 5 KVA, 714 KVA and 10 KVA 


single phase transformers. 





5a 


i 


As an example, the 5 KVA design shown offers these saleable features. 


Extra large wiring compartment for ease in 
making connections. 


Condult knockouts on bottom, both sides and 
back—33% more knockouts supplied than con- 
ventional types of transformers. 

installation 


, One plece construction reduces 


time. 
4. Solderiess compression type terminals are 
mounted on insulated board 


5, Class ‘‘H” Insulation, feature silicone resins 


6. 


7. 


8. 


9. 


Natural, forced-draft air cooling system pre- 


vents excessive heating 


Core and coil assembly mounted and suspended 
from sides of transformer case 


Quiet operating—well below the acceptable 


standards of the industry 


Compact in size, light in weight 


10. Full capacity, continuous performance 


IF THIS IS THE TYPE OF HIGH QUALITY, TROUBLE-FREE 
EQUIPMENT YOU WANT TO SELL TO YOUR CUSTOMERS 
THEN WRITE FOR COMPLETE CATALOG. 


672 Water Street 


Cuba, N. Y. 


In Canada: Acme Electric Corp., Ltd., 50 Northline Rd., Toronto, Ont. 














Business Outlook .. . 
Continued from page 97 


in their purchase of durable goods 
during 1961. But according to a post- 
election survey by the National Indus- 
trial Conference Board, consumers 
have modestly upped their buying in- 
tentions. Thus we expect consumer 
spending for durables to remain at a 
fairly high level in the year ahead 
e New Administration—The new ad- 
ministration will be making important 
decisions early this year on defense 
plans, the minimum wage, balance of 
payments, labor-management relations 
and agriculture. And these decisions 
will have a profound influence on the 
course of business both this year and 
beyond. 

Defense spending is almost certain 
to go up within the next few months 
So business will get a special upward 
boost from this area in the year ahead. 

All in all, facts and figures we now 
have clearly point to a slight gain in 
business as a whole in 1961, but to a 
very diverse performance by individual 
industries. Even so, many industries 
will find the going tough during the 
next 12 months. And even those in- 
dustries whose sales are heading up 
will find 1961 one of the most in- 
tensely competitive years in the post- 
war period. 


Wholesale Management 
Courses Announced 
WASHINGTON, D.C.—The 1961 


Wholesale Executive Management 
Course dates have been announced by 
the National Association of Whole- 
salers, sponsor of the annual ses- 
sions. 

The courses at Ohio State Univer- 
sity, Columbus, Ohio and Wharton 
School of Finance and Commerce at 
the University of Pennsylvania in 
Philadelphia, will both be held the 
week of June 11-18, 1961. The Stan- 
ford University, Palo Alto, California 
course will be held the week of 
September 10-16, 1961. The Wharton 
and Stanford courses will each include 
two sections of 25 enrollees, or 50 
wholesale executives. The Ohio State 
University course will accommodate 
three sections of 25 each, for a total 
of 75 wholesalers. 

Priority will be given to over thirty 
applicants whose applications arrived 
after last year’s quotas were filled, 
pointing up the importance of apply- 
ing early for admission to these 
courses. Applications will be consider- 
ed on a “first-received, first-consider- 
ed” basis. Course announcement fold- 
ers, containing application blanks can 
be obtained from National Associa- 
tion of Wholesalers, 1001 Connecticut 
Ave., N.W., Washington 6, D.C 
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AND YOU DON'T 
HAVE TO CHANGE 
YOUR FIXTURES! 


NEW WESTINGHOUSE HIGH EFFICIENCY LAMPS 
GIVE YOU 1/3 MORE LIGHT AT NO EXTRA COST! 


YOU'RE LIGHT YEARS AHEAD WITH WESTINGHOUSE and the 
brightest, most economical 40 watt, 90 watt, and Slimline fluo- 
rescent lamps on sale anywhere! These new lamps give you an 
entirely new kind of light . .. a Westinghouse exclusive resulting 
from a special blend of yellow-green and color improving phos 
phors for better see-ability 


Now you can increase the lighting level in your factory, office, or 
warehouse without changing a single fixture—without adding a 
cent to power costs—and without paying premium lamp prices 
New Westinghouse High Efficiency ‘'H.E."" lamps (40 watt Uni 
versal, 90 watt and 96” Slimline types) give 15% more light than 
cool white lamps—a full third more light than daylight lamps 
You get more lumens per watt (3200 lumens/40 watt lamps and 
6400 lumens/90 watt and 96” Slimline lamps), and this extra 
light output costs you no more than less efficient lamps 


Take advantage of the Westinghouse Lighting Cost Reduction 


Plan and cut costs by one or more of the following factors 

1. Reduced cost of lamp purchases! 

2. Reduced lamp replacement labor costs! 

3. Increased lighting level for the same or lower costs! 
4. More efficient use of power! 

Try the new Westinghouse ‘‘H.E."’ lamps in an entire work area 
lf you don't agree that you get more light—softer, more com 
fortable light—we will gladly exchange them for any other West 
nghouse Fluorescent Lamp of your choice. Order ‘'H.E."" | 
today and get more information on the Lighting Cost Reduct 
Plan from your authorized Westinghouse Lamp Agent or 
nearest Westinghouse Lamp Sales Office! You can be sure 

if it’s Westinghouse. 


Westinghouse 


Westinghouse Lamp Division, westinghouse Electric Corporation, Bloomfield, New Jersey 








How to D ,) VB 7 E your CALENDAR OF EVENTS 


sales of Insulating Tapes FEBRUARY 


Intermountain Electrical Association 
? : Annual Conference 
Sales records have proved that insulating tape Hotel Ben Lomond 
sales can be doubled, even tripled, by making Ogden, Utah 
a few short demonstrations for your customers. February 2 


Here’s how Mr. Harold Epand, a tape distrib- 
utor salesman for Brite Electric Sales Corpora- 3rd_ Biennial Electric 
tion, New York City, uses these convincing Living Exposition 


demonstrations: Cincinnati Gardens 
Cincinnati, Ohio 


February 4-12 


ae 


National Electrical Week 
February 5-11 


Electrical League of New York 
National Electrical Week Luncheon 
Sheraton-Astor Hotel 
New York, N. Y. 

, February 7 

A cross-section through layers of A cross-section through layers of 

self-fused Okolite tape. Unre- plastic tape. Unretouched micro- " . 

touched micro-photograph...mag- , photograph...magnified 20 times. | National Rural Electric 


nified 20 times. LE | | Cooperative Association 
: | 19th Annual Meeting 
Dallas, Texas 
February 13-16 


1. “First I point out that the materials in a splice must be as 


good as the corresponding materials in the cable. Everybody Third Biennial Electrical 
knows that the insulation compound on electrical cable is a Trade Citi 

solid material. But many insulating tapes never become solid Sheraton Park Hotel 
materials when applied to a splice. These tapes permanently Washington, D.C. 
remain in the form of layers, held together by an adhesive. February 14, 15, 16 
That’s why I demonstrate how Okolite or Okonite Insulating 

Tapes actually fuse together into a solid, non-porous wall— Upper Midwest Elec’! 
just like a cable’s insulation. Industry Convention 

F a : . Minneapolis, Feb. 19-22 
“T snugly wrap a six-inch length of this tape around a pencil. 
Because Okonite and Okolite are pure uncured Para rubber 
compounds, they will fuse together almost immediately. When 
the customer sees the solid wall of moisture-proof, void-free 
cable insulating compound, he’s 90% convinced right then. 


17th Annual Nat'l Wiring 
Sales Conference 
National Wiring Bureau 
Sherman Hotel 


: —P ‘ Chicago, Il. 
“Then I clinch the sale by pointing out that the cost of using | mn in 13-24 


Oxkonite Tapes in a splice is insignificant. When you figure the 

labor and materials, and compare how much each contributes 

to the total cost of the splice, the cost of using Okonite materials MARCH 

is the cheapest insurance against power failures you can buy. 

3rd National Lighting Exposition 
and World Lighting Forum 

Try this sales-making demonstration of Harold Epand’s—you’ll prob- Coliseum 

ably double your Okonite Insulating Tape sales. Sell Okonite Tape New York City 

(the yellow can) for splices up to 2,000 volts, Okolite Tape (the red March 5-8 

can) for over 2,000 volts. 


‘Then I ask for the order ...and usually get it.” 


Ask about Okonite’s splicing movies and tape calculator. They’re APRIL 


designed to help you increase your tape sales. 
National Association of 


THE OKONITE COMPANY Electrical Distributors 


53rd Annual Convention 
Subsidiary of Kennecott Copper Corporation Cobo Hall 


Passaic, New Jersey 6470 Detroit, Mich. 
SOLD 100% THROUGH AUTHORIZED ELECTRICAL DISTRIBUTORS April 29-May 3 
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KNOW YOUR 
SYMBOLS 


C BULLDOG’S 200-AMP SERVICE DISTRIBUTION PANEL— 


This symbol stands 
for circuit breaker 


“Power-packed’” 
for all-electric homes! 


This symbol stands 
for QUALITY 








Here's Electri-Center 
circuit flexibility aplenty for heating, 
lighting, appliances... 


100-amp submain 
feeds conveniently 
located electric heat 
panel (10 two-pole 
circuits). 





100-amp sub- 
main feeds con- 
veniently locat 
ed lightingpanel 
12 to 20 single 
pole circuits) 





PL12A 


Originated by BullDog expressly for service distribution prevents nuisance tripping from harmless, normal cur- 


in all-electric homes, the Pushmatic® 200-amp PL12A 
Electri-Center® provides any combination of circuits 
up to 24 poles. . . and allows location of subpanels for 
customer convenience—and wiring convenience! Other 
100- and 200-amp Electri-Center panels provide a wide 
choice that meets all other residential requirements. 

Pushmatic circuit breakers protect two ways! In Push- 
matic breakers from 15 to 50 amps, a built-in time-delay 


rent inrush, but assures positive protection against 
dangerous overloads. In every Pushmatic, a magnetic 
coil trips immediately, without delay, if a short circuit 
occurs. By combining these two safety systems, Push- 
matic breakers assure dependable protection under all 
residential load conditions. 


For details write for your “‘Push- 
matic Pocket Guide’’— it’s free! 


BullDog Electric Products Division, |-T-E Circuit Breaker Company, Box 177, Detroit 32, Mich. In Canada: 80 Clayson Rd., Toronto, Ont. Export Division: 13 East 40th St., New York 16, N.Y 


I-T-E CIRCUIT BREAKER COMPANY 


BULLDOG ELECTRIC PRODUCTS DIVISION 





BUY 


ARMSTRONG 
THERMOSTATS 


No Sales thru OEM! 


@ Armstrong competitively 


priced thermostats cost you 
as little as $4.95 each. 
Ruggedly built, dependable 
quality — GUARANTEED 
FEWER DEFECTIVES THAN 
ANY BRAND YOU'VE EVER 
HANDLED! 


18-month free replacement 
guarantee; 25-year factory 
warranty. 

Buy direct from factory — 


no OEM competition—no 
back-door selling! 


Write Today for Free Sample & Prices 


Pioneer in 
€ electric heat 


controls 


C.E. ARMSTRONG CO. 


125 E. Hereford Street 


Gladstone, Oregon 


'HIGH VOLTAGE 


by Bill Murray 





N ITS recently released report. “How Much Government Can 
Marketing Stand?”, the National Association of Manufacturers 
delves into the current pressures for increased federal inter- 
vention into marketing operations through public investigation, re- 
interpretation of existing law and proposed new laws restricting the 
marketing function. One of the primary issues discussed concerns 
mandatory discounts and proposed bills to amend the Robinson- 
Patman Act—a statute generally forbidding sellers from discriminat- 
ing in price between customers at the same level of distribution. The 
language of the bills is similar—and would define “discrimination” to 
mean the failure to grant differentials (lower prices) on goods sold 
for resale (to wholesalers) than on goods sold to retailers or to 
customers. The bills in effect require that the differentials be great 
enough to enable the retailers who buy from wholesalers to sell at 
the same prices as retailers who buy directly from the manufacturer. 
(The bills cited are S. 315, H.R. 848, and H.R. 927). It is noteworthy 
that the bills were introduced in 1958, and re-introduced early in 
1959, and as we enter a new Administration, it is most likely that 
these bills will again appear in the first session of the 87th Congress. 
According to NAM interpretation, wholesalers would lose normal 
discounts on the retail portion of their sales and be driven to demand 
higher prices across-the-board. “Indeed, wholesalers may become 
the chief victims of such laws, for manufacturers—seeking to avoid 
a fantastically complicated system of discounts—may be expected to 
by-pass them completely and concentrate their sales more and more 
on large retailers and consumers,” NAM asserts. Should the bills 
again appear on the floor of Congress, it’s a matter of concern to 
every electrical wholesale distributor, and should bear watching. 


“. .. is quoting fellow editor’ 

Now that we’ve regained our breath after the first month of a New 
Year and all those predictions, forecasts and reviews, we have the 
chance to observe the new Administration along with the many prob- 
lems it has to face. To quote the words of our illustrious assistant 
editor, Herb Cavanaugh, whose fine story on imports you will find 
in this month’s issue, is big headache that needs velly big 
aspirin.” . . . As the nation witnessed the inauguration of the 35th 
President of the United States, last month, this solemn occasion was 
not without its sidelight. One of the strictly enforced rules for the 
occasion, and there were many, went as follows. Parade Manners 
No confetti. No loud or unnecessary outcry. No weapons, either real 
or imitation. No sale, or use, of anything designed to annoy any 
person. 


Speaking of Valentines .. . 


EW extends congratulations to Jack Smith, sales manager of Coast 
Wholesale Electric, Inc., Burbank, Calif., who was married to Abby 
Dalton, star of the television series, “Hennessey,” last December 26. 
Perhaps the Smiths will have some ideas on a TV series on electrical 
distributors, starring of course .. . you know who. 


Cheese Theory Dispelled 

Remember the theory about the Moon being made of “green cheese.” 
Well, in this age of astronauts, this theory has been dispelled . . . 
and by a six-year old girl. According to this young Luna theorist, 
who no doubt will be a future traveler to the planet, the Moon is 
actually “A scoop of ice cream.” Could it be Pistachio? Perhaps 
our Moon traveler will have it easier than EW staffers who re- 
sorted to all types of transportation (even dog-sled) in an effort 
to get this issue out on time in the wake of last month’s heavy snow 
storms and the New York tugboat-rail strike. 
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Red Throat 
BM-21B 
bine Y2 Connector 


BM-22B8 
Fr ¥%" Connector 


BM-238 


1” Connector 


it's a Breeze 
. Just a Double Squeeze 


Sets Up E.M. T. 
With Original B-M Indenter Fittings 


BM-51 
YY," Offset 
Connector 

BM-52 
%" Offset 


Connector 


” Coupling 


"Coupling 


B-M Indenter Fittings and Tools make an unbeatable combination when it comes to easier E.M.T. 
installation at less cost. New lightweight plier size indenters make setting up thin wall conduit a breeze. 
B-M fittings are neater too! No unsightly nuts or projecting set screws. Other plus features of B-M 
fittings are Concrete tight—Vibration resistant—Extra heavy bright zinc plate, salt spray and acid 
drip tested for corrosion resistance—Extra heavy positive bonding locknuts—Smooth rounded edges 
or bushed throat type connectors that prevent insulation damage—All steel construction with extra 


heavy gauge wall thickness. 

















B-M Offset Connector , showing how 


wires are guided over box edge. 











Briegel All Steel 
Indenter Fittings 
are U.L. approved 
as Concrete-Tight. 








, ILLINOIS 


w& 2 
All B-M indenter type fittings far exceed the requirements of \ | 
. U. L. file card E 10863 and Federal Specifications W-F-406. 
. Pret 


USED THE MOST FROM COAST TO COAST 
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Floodlights hove spun aluminum reflector with 
ANODAL finish. Cast aluminum socket housing has 
built-in cooling fins, integral wiring compartment 
and watertight connector. Silicone gasketing at 
critical points. All hardware except yoke ond 
mounting bracket is non-ferrous or stainless 

steel. 


+ 
mancuny § readliters 
VAPOR 
400-1000 WATTS 
Color Corrected Lamps—Ribbed or Clear Heat-Resistant Lens 
@ Uniform Distribution: No Hot Spots 
@ Full 18” Parabolic Reflector: No Trapped Light 


@ Fin Cooled: For Greater Efficiency 
@ Simple Installation: Fully Adjustable 


@ Easy Servicing: No Tools Required 

@ Sturdy, Yet Light in Weight 

® High Efficiency: More Lumens Per Watt 
®@ Versatile: Can Be Used Anywhere 

@ Listed by Underwriters’ Laboratories 


Sold NON-EXCLUSIVELY Through Recognized Steber Distributors 


Write for Spreadliter Bulletin with Photometric Data 
and Description of Optional Mounting Arrangements. 


STEBER DIVISION ~- tHe pYLE-NATIONAL COMPANY 


2700 Roosevelt Road, Dept. 71, Broadview, Illinois; 242 Anderson Street, Los Angeles, California 


MANUFACTURED IN CANADA BY 
onal (Caneda) Ltd., 33 Ingram Drive, Toronto 15, Ontario 


Economy .. . 


Continued from page 108 


Faster distribution of goods will re- 
quire more transportation equipment 
Since the trend is toward moving a 
greater share of freight by highway or 
by air, we may expect substantially 
higher output of trucks, trailers and air 
cargo planes. 

Railroads’ chief need is for mod- 
ernization. A combination of new 
freight cars and modern freight yard 
equipment can reduce operating costs 
up to 50%. Therefore, we may expect 
railroads to spend large sums for bet 
ter freight cars, centralized traffic con 
trol systems and automatic retarder 
yards. 

e Public Works—In addition to a 
iarge private demand for capital 
goods, we may expect increased 
spending on public works. There are 
many new demands for public serv- 
ices, and bigger and bigger volumes 
of public construction will be neces- 
sary to meet these growing demands 

The growing population will require 
more and more community services 
schools, hospitals, water supply and 
sewage disposal. By 1975 we shall 
have to increase our elementary and 
high school capacity by about 75% 
And even to meet present medical 
standards, we shall have to double 
our hospital facilities and replace an- 
other third that are unsuitable. 

Greatest of all is the need for high- 
ways. To accommodate the more than 
100 million vehicles expected on our 
roads in 1975, expenditures on streets 
and highways must more than double 
during the next 15 years. This is the 
only way to get highways that will 
carry the load with more convenience 
and safety. 

e Basic Industries—It takes ma- 
terials, as well as equipment, to turn 
out the goods, so our needs for basic 
materials will grow, too. But we will 
probably turn more and more to the 
newer, lighter materials in the years 
ahead. 

e Metals and Minerals—You can ex- 
pect an average growth of 50% to 
60% over the next 15 years in the 
consumption of such old standbys as 
copper, lead and zinc. There will be 
more growth in steel and especially 
alloy steel. As machines run faster, 
we will need more and better alloys 
to stand greater stress and heat. That 
means a more than proportionate rise 
in consumption of the valuable alloy- 
ing elements like columbium, molyb- 
denum and the rare earths. 

But the really spectacular growth 
will be in light metals. Output of ti- 
tanium—a wonderful metal for light- 
ness and heat resistance—is expected 
to increase several-fold. Magnesium 
production may increase 300% dur- 
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Non-Raveling 
Straight Tearing 


High Tensile Strength ra 


1 1 FRICTION 
j-yeutl RUBBER 
PLASTIC 


"Account tee OF 


ACCURATE MANUFACTURING COMPANY Se 
Gartield, New Jersey 


Highly Insulating 
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For “fishing” con 


WY —¥ 


meTaL TAPES? 


RIGID 
ROPE 
ephoces Fab Tape 


size, auy TYPE CONDUIT 


U/W 


Ps Ih ft 


“SELL NEW JET LINE, 
NON-CONDUCTIVE 


\ 
se 
/ 


. ...Safer...speedier...costs less, too! 7 
4 


Po 


ty 
‘\\ —_-= 
eam ae ae 


In any size, any type conduit, fish with Jet Line 
RIGID ROPE and do away with dangerous metal 
*Pat. Pending tapes. 


® Non-conductor — braided poly jacket over solid 
poly core. 
© Flexible — easy to push, easy to grip, won't 
“spring” out of hand, glides smoothly without 
drag or damage to conduit. 
Long-lasting—can’t rust, won’t separate, strong 
and durable. 
e Lightweight—50’ length weighs only 14 oz. 
50’ and 100’ lengths — costs less than any fish 
tape designed for use in all types of conduit. 
“Guide Sleeve” of polyethylene, 12” length, in- 
cluded—for use in feeding Jet Line RIGID ROPE 
into outlet boxes. 


For full information on RIGID 
ROPE, and the complete Jet Line 
Method of wiring conduits write 





JET LINE PRODUCTS, INC. 


615 FUGATE AVE., CHARLOTTE 5, NORTH CAROLINA 


ing the next 15 years. And the use of 
aluminum may triple by 1975. Fif- 
teen years from now the building in- 
dustry alone may take as much alu- 
minum as went into all uses in 1960. 
It is the preferred material for doors, 
window frames—even whole walls. 
And aluminum makers expect to see 
a tremendous increase in the use of 
the white metal by the auto industry 
and the pleasure boat industry. 

Among the nonmetallic minerals, 
needs for phosphate and potash will 
more than double by 1975 because 
of the growing need for fertilizers 
This will also promote fairly rapid 
growth in the consumption of sulfur. 
Fluorspar—used in making glass and 
aluminum—is another mineral with 
expanding markets 


Eiseman Memorial Plaque 
Presented By NAED Board 

NEW YORK—At a recent meet 
ing in Point Clear, Ala. the Board of 
Governors of the National Associa- 
tion of Electrical Distributors pre- 
sented a memorial plaque to the 
family of the late Fred R. Eiseman, 
Sr., founder and chairman of the 
board of Revere Electric Supply Co., 
Chicago, Ill. The citation on the 
plaque reads: 

“WHEREAS, We, the members of 
the Board of Governors of the Na- 
tional Association of Electrical Dis- 
tributors, have learned that our be- 
loved and esteemed fellow-member, 
Fred R. Eiseman, Sr., departed this 
life at Chicago, Illinois on September 
25, 1960, and 

“WHEREAS, He gave unsparingly 
of his time and wise counsel to the 
work of this Association, as a mem- 
ber of many of its Committees, and 
culminating in his able chairmanship 
of the Association during the difficult 
years of 1934-1936; and 

“WHEREAS, His passing marks a 
great loss to this Association whose 
advancement he supported staunchly, 
by word and deed and through his 
general helpfulness and inspiring in- 
fluence, 

“NOW, THEREFORE, BE IT RE- 
SOLVED: That we, the members of 
the Board of Governors, assembled at 
Point Clear, Alabama, this 12th day 
of October 1960, do spread upon the 
minutes of the meeting this Resolu- 
tion expressing our deep respect and 
genuine admiration for our loyal 
friend and fellow-member, Fred R. 
Eiseman, Sr., our great sorrow in his 
death, and our heartfelt sympathy to 
his bereaved family in their great per- 
sonal loss; and 

“BE IT FURTHER RESOLVED, 
That a copy of this Resolution be de- 
livered to his family and business 
associates.” 
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Here’s how to increase your share of 


the profitable outdoor lighting market 


Sell the 
plant electrician 


Revere helps you sell the plant electrician because 
Revere lets you offer him freedom from trouble and 
freedom from many routine maintenance problems. 

Because Revere outdoor lighting products are 
always engineered up to a performance level, never 
down to a price level, they feature dependability and 
rugged durability. Revere’s experienced engineering 
staff designs fixtures, poles, fittings and accessories 
for years of trouble-free service. 

Revere components are matched — structurally 
matched for strength, balance, and perfect fit, and 
design matched for peak lighting efficiency and best 
appearance. This means greatly reduced long term 
maintenance cost—often when lower-quality equip- 
ment is beginning to fail, Revere equipment is still 
operating as efficiently as it was on the day it was 
installed—delivering all the light the user is paying 
for and putting it where he wants it. 

Let Revere help you sell your industrial and com- 
mercial electrician-customer. To start increasing your 
outdoor lighting profits, write today for the complete 
Revere Outdoor Lighting Catalog. And ask your 
Revere salesman for his cooperation in helping you 
sell outdoor lighting to the plant electrician. 


OUTDOOR LIGHTING 


Revere Electric Mfg. Co. © 7420 Lehigh Avenue e Chicago 48, Illinois (In suburban Niles) 
Long Distance Phone: Niles 7-6060 ¢ Chicago Phone: SPring 4-1200 ¢ Telegrams: WUX Niles 


In Canada: Curtis Lighting, Ltd., Leaside, Toronto, Ontario 


sell the sell the sell the sell the 
owner/developer architect /engineer electrical contractor plant electrician 





how often 
could you 
have sold... 


3) eared 


Handy as an extra 
hand or helper. 
Clamps lightly 

or tightly ... for 
moments or minutes... 


2 MODELS: No, 43H curved nose and No. 42H 
straight — NATIONALLY ADVERTISED. 
Individually packaged for sale and display 
in attractive transparent boxes. 


XCELITE, INC. * ORCHARD PARK, N. Y. 
Canada: Charles W. Pointon, Ltd., Toronto, Ont. 
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New Product Promotes Sales 


yramid Instrument Corp., Lyn- 

brook, N.Y. has introduced its new 

Cable Tracer with an _ effective 
sales promotion campaign. Aside from 
issuing distributor counter displays of 
the new cable tracing device, the com- 
pany has designed three types of pro- 
motion postcards which are sent to 
distributors, and contractors. Each 
card cleverly brings across the point 
of tracing, because each one has a 
series of numbers and dots on the card 
and by joining each dot the drawing 
on the card is completed. 

The first card, with the question, 
“Sales picture puzzling you?”, 
by the manufacturer to the electrical 
wholesale distributor. This card, when 
the dots are connected, gives the com- 
pleted diagram of the cable tracing 
device. The second mailing card is 
also for the distributor and effectively 


is sent 


GE Launches Moon 


bold approach to promotion of 

light bulbs in the form of a 

“Rocket to Profit” campaign is 
scheduled for four weeks beginning 
February 13, according to Robert V. 
Corning, manager of Marketing for 
General Electric Co.’s Large Lamp 
Department. The campaign will fea- 
ture the cartoon character, the near- 
sighted Mister Magoo. 

Television commercials and _ pro- 
motion materials will center on the 
“Rocket to Profit” theme with Mister 
Magoo accidentally—but successfully 

becoming the first person to reach 
the moon. The commercials will be 
individual episodes. The first two 
weeks will see Magoo accidentally 
heading for the moon. The next week 
will answer whether he reaches the 
moon and what happens there. The 
final week will feature Magoo’s moon- 
magic antics. 

The commercial aspect is only a 
part of the campaign, according to 
Corning. Broad supporting activities 
are underway as part of the POPS 
(Point-of-Purchase Selling) program. 
Under the program the company 
slates activities in five key areas de- 


An electric heat unit display has been 
made available by Fasco Industries, 
Inc., Rochester 2, N. Y. The wire- 
and-cardboard display is 33-in wide 
and 60-in high. In addition to red 


gives an idea of the product counier- 
display. The third type of mailing 
promotion card is designed for dis- 
tributors to send to their customers. It 
is captioned, “Does tracing puzzle 
you?” The distributor’s name can be 
imprinted on each card, in the space 
provided. 

Here is how the marketing plan 
works. The distributor who purchases 
tracers gets one mounted 
on a display board for counter or 
for field sales. The display demon- 
strates how the unit operates. Along 
with the display card, the distributor 
is given 100 mailing cards which can 
be sent to customers. He also will have 
his name appear in listing in ads in 
national magazines. The promotion 
plan is completed with literature and 


six cable 


catalogs. 


Shot Lamp Promotion 


signed to implement point-of-purchase 
sales—product, packaging, merchan- 
disers, display, and advertising. 

e Product—In the product 
promotion will feature the Soft-White 
line of household bulbs. 

e Packaging In the packaging 
area, emphasis is being placed on im- 
proved wattage identification, firmer 
construction, more attractive appear- 
ance, and easier stacking character- 
istics for distributors. 

e Merchandisers—In the merchan- 
diser area of the program, GE has 
slated special tie-in supplementary 
merchandisers featuring the space 
travel theme of the Mister Magoo 
commercial adventures. 

e Displays—The display 
the POPS program also features in- 
novations designed for effective dis- 
tributor-retailer use to implement the 
campaign theme. A large assortment 
of banners, streamers, cards, lapel 
badges, and other material is being 
made available. 

e Advertising——The final area of 
GE’s POPS approach to bulb sales, 
concentrates on the commercials of 
Mister Magoo. 


area, 


area of 


and white background with black 
steel wire supports, it has special ar- 
rows calling attention to certain fea- 
tures of each heater. 
; 


ok a 
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This display panel is one of four com- 
panion sales units for your sales room. 
Each gaily-colored panel completely 
wired, ready to plug in—ready to 
make sales for you! 

WRITE for the new VISITUNE 
CHIMES catalog, and for full-color 
literature showing complete selec- 
tion of VISITUNE CHIMES displays. 


VICTOR VENTILATOR DIVISION © DEPT. EH-261 
THE PHILIP CAREY MFG. COMPANY, Middletown, Ohio 
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Portrait Of 
An Industry Leader... 


AStE/ NON-TAMP TYPE-S FUSE 
NOW SPORTS A NEW 
COLORED TOP 





AND IS 


MERCHANDISED 
IN THE Everett Morss 

4 Here is the citation presented wit} 
SNAPPY . the pian H. re ch iad » Pa 
facturers’ Medal which was conferred 


NEW EAGLE | : j on Everett Morss, president of Sim 


i a ‘ : plex Wire & Cable Co. Last month 
‘SHO-PAK : EW presented the citation with the 
award conferred on N. J. MacDonald 
president of The Thomas & Betts 
Co., Inc. The award recognizes men 
in the electrical industry who have 
encouraged constructive thinking and 
action for the advancement of the 
electrical industry. Here is the citation 
which accompanied the Manufactur 
ers’ Medal—1960: 

“Everett Morss, president of Sim- 
plex Wire & Cable Co., has long play- 
ed an outstanding role in the develop 
ment, in America, of modern synthetic 
insulations for electrical conductors 
of high quality and permanence. In 
the early stages of World War II, 
when the supply of guttapercha failed, 
his company was prepared with a 
suitable rubber insulation for ocean 
telegraph cable and as a result was 
able to make a substantial contribu- 
tion to the war effort. 

“As the need for synthetic insula- 
tions grew more critical, he agreed to 
assist in the development of the Ken- 
by the tucky Synthetic Rubber Co. which 
makers operated the Louisville, Kentucky 


For greater sales and of the plant for the Reconstruction Fin- 


' ; famous ance Corp. He also served as Ad- 
profits, specify EACLE EAGLE "OK" visor to the Office of the Rubber Di- 
NON-TAMP FUSE No. PLUG FUSE rector representing the Wire and 


675 on your next order. Cable Industry. In these roles he con- 

a tributed generously of his time and 
effort to the service of his country, 

and had an important part in assuring 

Eagle NON-TAMP fuses are ey constructed gs | wage ae the availability of insulations of high 

stop over-fusing (pennies or slug cannot be used). They have a differen quality for critical uses by the elec- 

shaped base than ordinary fuses which makes it impossible to insert too large vy , 

a fuse. A 20 or 30 ampere Non-Tamp fuse will not fit a 15 ampere receptacle trical industry. 

or adapter. Similar limitations apply to other sizes. Furthermore, the Eagle “His leadership in the advancement 


NON-TAMP fuse features a time delay thermal element that eliminates need- of synthetic insulations led to his com- 
less fuse blowing caused by temporary overloads. ' 














pany’s development of a high molecu- 


SOLD THRU WHOLESALERS ONLY lar weight molecular polyethylene in- 


sulation for much greater voltages 

EAGLE ELECTRIC vide Cr) INC than had been used before. This ad- 
- "5 . vancement was widely recognized as 

LONG ISLAND CITY NEW YORK an important forward step toward 
“PERFECTION 1S NOT AN ACCIDENT” more economical high voltage instal- 








lations. It also has a long history of 
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Leute * & ¢ einige. 
‘Se —e 
nat anni? Ts a 


Q. ‘“‘WHAT DO YOU THINK 





Architect: Frank Grad & Sons, 
Newark, N.J. 

General Contractor: Massett Building 
Company, Atlantic City, N.J. 

Electrical Contractor: William E. Snell 
Electrical Construction Company, 
Vineland, N.J 

SPANG Distributor: Serv-U-Electri« 
Company, Penns Grove, N.J 


OF SPANG CONDUIT QUALITY, MR. HESS?”’ 


A. “SPANG is uniform in diameter and straightness, 


and the finish is very good!” 


That’s George Hess speaking. He was 
superintendent for William E. Snell 
Electrical Construction Company, 
Vineland, N.J. 


and Howard Franz, Snell field repre- 


We interviewed him 


sentative, at the new Prudential Life 
Insurance Company of America 
Building at Linwood, N.J., where 
they were making a SPANG Steel Con- 
duit installation. 

Mr. Franz said, “SPANG Conduit 


bends, threads and cuts well. The gal- 


oe 


vanized finish doesn’t chip, crack or 
blister during bending. We've had no 
problems of white rust or other corro- 
sion, even in this salt-air region. 
““SPANG has a smooth interior fin- 
ish—no burrs, snags or imperfections 
to cause wire-pulling problems. We 
know this installation will last the life 


of the building.” 


That's SPANG quality at work! 


... and it will work for you, too—in 


5DANS” 
CONDUIT 


SPANG Steel HD Galvanized, SPAN 
Steel Black Enameled, sPANGLEAM 
EMT and SpAnG Rigid Alur 
Conduit. Try them and see! For qua 
ity service on all your electric re 
quirements, call your nearby SPAN« 
Distributor. 

SPANG Conduit is one of the 
fine products produced by Nat 
Supply Division, Armco Steel Corpora 
lion, Two Gatewa\ 


> 
( enter, I [{ [ dr? 


22, Pennsylvania. 


ARMCO National Supply Division 





ee alli 


FURNAS 
ELECTRIC 


LOOK AHEAD FOR 196I 


Take advantage of the new design of Furnas Size 2 and Exclusive 
Size 21/, Starters. Rated through 30 hp, 440 volts, the Size 21/, fills 
many applications normally requiring a much larger Size 3 Starter. 
You actually get wider application with fewer control units. Stand- 
ard Furnas quality features—such as dual voltage coils, silver- 
cadmium oxide contacts, trip-free thermal overload relays—assure 


better performance, longer life and unmatched economy. 


Look ahead for 1961. Write today for FREE BULLETIN 14-B2 
1069 McKee Street, Batavia, Illinois. 


FURNAS 


ELECTRIC COMPANY 


BATAVIA - ILLINOIS 


SALES REPRESENTATIVES IN ALL PRINCIPAL CITIES 


-~ 
FURNAS 


successful operation in radar and com- 
munication circuits and was the die- 
lectric chosen for the first and sub- 
sequent transatlantic submarine tele- 
phone cables. 

“Mr. Morss has given unsparingly 
of his time and energy to the activities 
of the National Electrical Manufac- 
turers Association, on the Board of 
Governors, as vice-president and as 
treasurer. He is presently a member 
of the Advisory Committee of the 
Wire and Cable Section. 

“For his outstanding personal in- 
itiative and leadership in the advance- 
ment of the development and use of 
superior synthetic insulations, the 
Committee of Awards, upon the rec- 
ommendation of the Committee of 
Judges, presents to Everett Morss the 
Manufacturers’ Medal and Purse for 
1960 given under the James H. Mc- 
Graw Award for Electrical Men.” 


NAED Dir., Distributor 
To Address Conference 

WASHINGTON, D. C.—Speaking 
at the Third Biennial Electrical Trade 
Conference and Exposition being held 
in Washington on February 14, 15, 
and 16, will be Arthur W. Hooper, 
executive director of the National As- 
sociation of Electrical Distributors, 
and Robert M. Johannesen, president, 
Johannesen Electric Co., Inc. Greens- 
boro, N.C. 

Hooper will be luncheon speaker 
on Wednesday, February 15, and 
Johannesen will address the confer- 
ence the same day on “Electronics— 
What It Means to the Electrical In- 
dustry.” 

Each of the three-day meetings will 
open at 11:00 a.m. and will be 
followed by a luncheon and the open- 


ing of the exposition at 2 p.m 


ilinois Distributor 
Incorporates New Name 


ROCKFORD, Ill.—Jack H. Muntz 
Electric Supply Co. has been incor- 
porated to continue the business of 
Henry Muntz & Sons Co., 618 W. 
Jefferson St. President and sole share- 
holder will be Jack H. Muntz, for- 
merly manager of the Rockford op- 
eration. The new firm is an out- 
growth of a business established in 
Elgin, Illinois by Muntz’s grandfather, 
Henry Muntz in 1881. 

Jack and his brother Bill are sole 
owners of Henry Muntz & Sons Co., 
which continues to conduct its whole- 
sale electrical and hardware business 
in Elgin, along with the Rockford op- 
eration. Upon transfer of the Rock- 
ford business to Jack H. Muntz, his 
brother will become sole owner of the 
Elgin business, which he has managed 
20 years. 
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stand out from LOOK-ALIKE lamp suppliers . . . 
Carry CHAMPION LAMPS and GET MORE NEW BUSINESS 





Instead of making calls with a line of lamps everyone else carries, 
too, you go in with Champion Lamps and get new opportunities CHAMPION : 
for business you’ve never had a crack at before. e wy mps . 
Champion has been making good lamps — and good customers — 


for over sixty years. The Best Buy in Lamps 


CHAMPION LAMP WORKS . LYNN, MASSACHUSETTS. 
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Hi 
E COMPLETE 


QUALITY LINE OF 


SCREW 
ANCHORS 


““Hi-RED” PLASTIC SCREW 
ANCHORS Fasten anything... 


anywhere! Tremendous holding 











power (outdoors or indoors) in 
concrete, brick, cinder block, 
tile, wallboard, glass, wood, 
etc. Sizes for No. 4 screw up 
to 2” lag...sold in kits or 
cartons. SAVE UP TO 70% 
MILLIONS IN USE! 


“WALLY” PLASTIC SCREW 
ANCHORS FOR HOLLOW 
WALL USE The only plastic 


“toggle 
lower end backs 


screw anchor with 
bolt" action— 
up and bulges behind wall ma 
terial, holds permanently. Can 
also be used in solid materials 
One size for Nos. 6-10 screws 


SELF-DRILLING ANCHORS 
3 new improved types: FLUSH 
(hand), “4” to 34” SNAP- 
OFF (power), ‘4” to 7”... 
TIE-WIRE (power), 7/32” hole 


TOGGLE BOLTS Standard 
‘Spring-Wing" type and Tum 
ble Toggles (2. styles). All 
popular sizes—with round, 
mushroom and flat heads. 


LEAD ANCHORS Copper 
coated STEEL insert for greater 
strength. Ten popular sizes, 
6-32 thru 34-10. FREE setting 
tools. 


WOOD SCREW ANCHORS 
Made of high grade lead. Use 
in concrete, brick, masonry etc. 
All popular sizes, ‘ex %4" to 


% x2”, 


EXPANSION BOLTS All 


parts zinc plated and assem- 
bled as a unit. Sizes from 
3°16 1” to 42x 8” in popular 
lengths. FREE setting tool 


LAG SCREW SHIELDS 
For cut or rolled thread lag 
screws. Made of special rust 


! ; resistant alloy. Sizes '4”" to 34” 


> 


iat in long and short lengths. 


SEND FOR “‘Hi'’ FASTENER CATALOG 


NAME 
FIRM 
ADDRESS 
CITY 








HOLUB INDUSTRIES, Inc. 


450 ELM ST. © SYCAMORE, ILL. 


PEOPLE IN THE NEWS 





Francis X. Blackwell 


Francis X. Blackwell has been ap- 
pointed director of field activities for 
the National Association of Electrical 
Distributors. In making the announce- 
ment, Executive Director Arthur W. 
Hooper said, the appointment of 
Blackwell to “this newly created post 
will further strengthen the position of 
NAED in providing the needed field 
coverage to serve this growth.” Black- 
well will make his headquarters in 
Los Angeles and will be reporting di- 
rectly to the NAED home office in 
New York. NAED will continue to 
maintain its branch office in San Fran- 
cisco, under the direction of William 
M. Jewell, Western Region Manager 


Marvin E. Tisdale has been ap- 
pointed sales manager of Fife Electric 
Supply Co., Detroit, Mich. Tisdale is 
31. John D. Fife, has been promoted 
to service manager of the company. 
He joined the firm in 1952 


R. D. Paine has been appointed a 
director of Graybar Electric Co., Inc. 
Paine is secretary and comptroller of 
the company. As a director, he will 
replace V. A. Elmblad, former di- 
rector and manager of the company’s 
Southwestern district, who retired last 
December. He was with the firm for 
40 years. Cecil C. Ross has been 
named Southwestern district manager. 


Walter H. Feldman, president of 
Worthington Corp., has been elected 
vice president of the National Asso- 
ciation of Manufacturers for the New 
York-New Jersey region. He will su- 
pervise staff implementation of NAM 
policies and programs in the bi-state 
area during 1961. 


Walter A. Curtis has been appoint- 
ed general manager of Peerless Elec- 
tric Div., H. K. Porter Co., Inc., in 
Warren, Ohio. He will replace Shan- 
non C, Powers who has been named 
general manager of National Electric 
Division in Ambridge, Pa 


e 


Paul O. West 


Paul O. West, president, Doubleday- 
Hill Electric Co., Washington, D. C 
has been named general chairman of 
the Third Biennial Electrical Trade 
Conference and Exposition. The show 
will be held February 14, 15, and 
16, in the Sheraton - Park Hotel, 
Washington. 


Wilbur S. Ekman has been ap- 
pointed vice president, electrical di 
vision, Capitol Light & Supply Co.., 
Hartford, Conn. Ekman joined the 
company in 1927 and has served as 
district salesman, sales manager, and 
manager of the electrical division 
prior to his recent appointment 

Gerald Edwin Plocar has_ been 
named manager of Lighting and Elec 
tric Heat Sales for Raybro Electric 
Supplies, Inc., Tampa, Florida. Plo- 
car will direct and coordinate the 
company’s statewide lighting and 
electric heat program. Dennis F. 
Fisher has been appointed manager 
of utility sales for Raybro’s Miami 
branch operation. 


Robert B. Fulton has been elected 
president of the Sequoia Wire and 
Cable Co., a wholly-owned subsidiary 
of the Anaconda Wire and Cable Co. 
Other company officers elected by the 
board of directors are William L. 
Grey, executive vice president, James 
L. Vincent, secretary and treasurer, 
and Herbert B. Fields, assistant secre 
tary and treasurer. Directors named 
are David E. Allen, William H. Benton 
Fulton, Grey, Vincent, Richard B 
Steinmetz and John L. Tindale. 


Stewart Pfannstiehl has been elec- 
ted vice president, marketing of Oak 
Manufacturing Co., Chicago, Ill. He 
will head the company’s new “Product 
Manager” marketing organization. 
Earl Olenick has been appointed sales 
manager of the company. He assumes 
responsibility for all field sales activi- 
ties under the new marketing organi 
zation. 
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Robert J. Besal has been appointed 
general sales manager of the newly 
formed J. H. Spaulding Co., a di- 
vision of Whiteway Mfg. Co., Cin- 
cinnati, Ohio. Besal was formerly 
sales manager of Steber Mfg. Co., 
Broadview, Ill 


John W. Frommer has been elected 
president of the Electrical League of 
New York, Inc., succeeding Caroll 
L. O'Shea. Frommer is president of 
L. K. Comstock & Co., Inc 


Edward F. Anixter, vice-president, 
Englewood Electrical Supply Co., 
Chicago, Ill. has been elected pres- 
ident of the Electric Association of 
Chicago 


NEW LITERATURE 





Connectors—An illustrated eight-page 
brochure describing new connectors 
for aluminum sheathed, high frequency 
coaxial cables is available from Phelps 
Dodge Copper Products Corp., 300 
Park Ave., New York 22, N. Y 


Instrument Tubes—A new instrument 
tubes brochure has been made avail- 
able by CBS Electronics. The 8-page 
booklet describes characteristics and 
uses for the tubes. It also describes 
CBS frame grid tubes and secondary 
emission tubes which are a part of the 
new tube line. Identified as bulletin 
PA-391, it can be obtained from CBS 
Electronics, ‘Technical Information 
Services, 100 Endicott St., Danvers, 
Mass. 


Switches—A new 2-page data sheet 
No. 182 has been issued by Micro 
Switch, Freeport, Ill., division of Min- 
neapolis-Honeywell Regulator Co. It 
covers the 302PB1-T series miniatur- 
ized lighted pushbutton switches. Data 
sheet includes details of construction, 
electrical ratings, pricing and order- 
ing information 


Bar Hangers—Three adjustable bar 
hangers are described in a new 4-page 
Bulletin BH-5 from the Steel City 
Electric Co. Included in the catalog 
are appropriate sectional drawings il- 
lustrating use of three different depths 
of footed end plates 


Price Specs—New price pages, con- 
forming with the NAED suggested 
specifications, have been published by 
Minnesota Mining and Manufacturing 
Co., covering the “Scotch” and “Irv 
ington” brand line of electrical prod- 
ucts for construction and mainte- 
nance. The new price sheets are 
available from the company at 900 
Bush Ave., St. Paul 6, Minn. 
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BIG help to raise 
BIG ‘eels safely for 


BIG measuring jobs 


“5° 
$ 





Compe 
CBL UNIT 


. makes it easy to mount 

heavy reels, then measure wire or 

cable running through a meter for coiling onto a collapsible take-up 

reel. Hottest combination in the business—also sold separately— 

the HyKon REELIFT, HCM CABLE METER and No. 480 TAKE-UP 

REEL. HyKon equipment saves time, saves space, speeds handling 
with safety. The Complete CBL UNIT will prove it for you. 


Write {0% FREE CATALOG 


(PESTLE AS GBD DADE ORG REALE BENE ODES 


MANUFACTURING CO. 


Post Office Box EWL-923 ° ALLIANCE, QHIO 


You'll be happy 
selling 


KNOPP 


Voltage Testers 


SMS St sere ety, 


EATON 


nL ooay 


SUR a ee 


a. | 


Another 


SHAWMUT 
First... 


All NEW 
Patented Prod-Mount ONE-TIME 


@ More user-value at Less Cost— YX 


protit Bn zac for you at good FUSE 
@ Five Safety Features— (Silver-Plated) \e 


Knopp Voltage Testers sell themselves 
@ Rugged, Reliable— 


build goodwill and repeat sales for you Long TIME DELAY 
Tell if circuit is open or closed; magnitude Up to 7 TIMES LONGER \\ 


of voltage between 110 and 600 a-c or d-c, 4 ; 
pure or rectified; 25 or 60 cycles. than Ordinary One-Times 


Two models. Free Sales Aids. 
Write today for full details. ULL. Approved. Don't Delay 
Order Today 
Predictable Performance 


Founded in 1928 by Otto A. Knopp under the 
name of Electrical Facilities Inc. THE CHASE-SHAWMUTco. 
Subsidiary of 1-T-E CIRCUIT BREAKER CO 
Dept. A-12 1307 66th St , Oakland 8, Calif. | 374 MERRIMAC STREET NEWBURYPORT, MASSACHUSETTS 
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Electric Industry-—“I want to know 
about . . . The Electric Industry,” is 
an informative 32-page booklet avail- 
able from the Edison Electric Insti- 
tute, 750 Third Ave., New York 17, 
N. Y. The 1960 edition gives the an- 
swers to 29 frequently asked ques- 
tions about the electrical industry. 


VULNERABLE CIRCUITS NEED 


LUAU 


FLEXIBLE CONDUIT PROTECTION 


HEAVY SQUARE bs 
LOCKED OR a, , 
INTERLOCKED y) ~ 

fp. 








Recessed Lighting—Catalog describ- 
ing recessed lighting is offered by the 
Benjamin division of Thomas Indus- 
tries Inc., Louisville, Ky. on its new 
line of fluorescent shallow line trof- 
fers. Bulletin A is available by writing 
the advertising department of the 
company. 


IMPERVIOUS 
MOLDED-ON 
POLYVINYL JACKET 


GALVANIZED 
FLEXIBLE CONDUIT 


Liquatite insures against costly ment may cause shorts or burn-outs. 
Electric Heat—An industrial electric 
heating catalog supplement, CS-600, 
has been issued by the Edwin L 
Wiegand Co., Pittsburgh, Pa. It serves 
as an appendix to catalog No. 60 
The supplement contains specifications 
and illustrations. 


down time due to wiring failure. It Added to this, Liquatite installs 


protects against contamination, vi- as easily as any Flexible Conduit 


bration, motion and shock; proves follows contours, takes small 


ideal for “wet locations,” around radius bends necessary for hard- 


corrosives or where severe punish- _ to-get-at locations. 


TYPE LT 
J.1.C. APPROVED 


Chicago Site Of 
NWEB Sales Conference 


CHICAGO, ILL.—The 17th annual 
National Wiring Sales Conference will 
be held on February 23 and 24 at the 
Sherman Hotel in this city. The first 
day will be devoted to speakers and 
presentations of national and local wir- 
ing programs. The second day will be 
“Open Forum Discussion” Day. The 
forums will be on residential wiring 
promotion; commercial wiring promo- 
tion, and on the Medallion Home. 


Write today for free sample, 


d f 
costs and name o TYPE LA 


UNDERWRITERS’ 
APPROVED 


Distributor nearest you. 


P.O. BOX128-A @ ROSELLE, ILLINOIS 


Make installations fast, 
built to last with 


Ms W 


SERVICE ENTRANCE 


MAST KITS 


Distributor Promotes 
Sales By Seminars 


SCRANTON, Pa.—An exhibit of 
more than 500 lighting fixtures, ven- 
tilating fans, intercom sets and range 
hoods was recently staged by Scran- 
ton Electric Supply Co. But prior to 
opening the exhibit, a morning semi- 
nar was conducted for 125 local con- 
Now, you can have exactly the right fittings for any tractors by Progress Mfg. Co.'s sales 
mast installation ...quickly...at lower cost. Just select reps. 


the M&W Mast Kit to fit your needs. Varied assort- 
ments for 114”, 114”, 2” or 214” sizes, split-clamp or 
pipe strap conduit support, make it easy for you to 
pick the one kit that best suits your requirements. Best 
of all, M&W Kits cost less than individual fittings. 


Kits include all necessary parts for mast installation as 
illustrated, except conduit. Fittings available separately. 


New Catalog 59 gives details and prices on complete 
line of electrical fittings. Write for your copy today. 


The M. & W. ELECTRIC MFG. CO., Inc. 


EAST PALESTINE, OHIO 


Each contractor was supplied with 
a complete set of catalogs, brochures, 
and price lists. Orders were taken by 
Scranton Electric at the exhibit. 


Buffalo Electric 
Repairs Storm Damage 


BUFFALO, N.Y.— Construction 
crews have repaired the damaged roof 
of the two-story section of the Buffalo 
Electric Co., Inc., building at 75 W. 
Mohawk St., in this city. 

One employee of the electrical 
wholesale company was killed and 
four others were injured when a sec- 
tion of a wall of an adjoining office 
building was collapsed by gale force 
winds in a recent storm. 
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THEY STAY ON 

All VICTOR “MAGIC” CLAMPS 
and STRAPS for Thin and 
Heavy Wall Conduits have 
this time-saving snap-on 


line 


Victor Strap Catalo 
Lists over 600 items 
to fasten Wire, Cable 
Tubing and Conduit 





Contractors everywhere are 
switching to VICTOR. Cash in 
on this heavy demand. Add 
these fast selling, profitable 
Clamps and Straps to your 


VICTOR products are 
neatly packed, clearly 
and attractively labelled 
Orders for stock items 
shipped within 24 hours 


Write for the new 


775 MAIN ST., NEW ROCHELLE, NLY 


. 
(Victor SPECIALTIES, INC. 


\ The Greatest Single Source for Clamps and ee) 


feature 


as P- 


i a 


| a 


ee 








LOOK what we’ve 
had up our sleeve! 


Now 


Iv’S OUT 


S 


Another 


SHAWMUT 


First... 


All NEW 


ONE-TIME 
FUSE 
(Silver-Plated) 
Meets Federal 
Specs For 
One-Time & Time 
Delay. 

Exceeds all 
industry 
standards for 
One-Times. 

U.L. Approved 
Buy now for 
“predictable 
performance.” 


THE CHASE-SHAWMUTF co. 


Subsidiary of 1-T-E CIRCUIT BREAKE® CO 


374 MERRIMAC STREET ~ 


NEWBURYPORT, MASSACHUSETTS 
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NEW PRODUCTS YOU CAN USE 





Electric Wire Reel 

Browne Electric, Esplanade, Capi- 
tola, Calif. 
Electric wire reel will handle single 
conductor, strand, non-metallic 
sheathed cable of B.X. Equipped with 
pivotal guide that enables wire to be 
pulled from any direction and is 
equipped with guide sleeve that keeps 
wire straight and retards back lash. 


Lift Truck 


Yale Materials Handling Div., The 
Yale & Towne Manufacturing Co., 
11,000 Roosevelt Blvd., Philadel- 
phia, Pa. 


Vehicle is 4,000-lb capacity, rider- 
walkie electric lift truck. Interlocking 
design of I-beam mast permits mount- 
ing widely spaced channel rollers 
parallel to web of beam so that all 
pressures are taken on strongest rol- 
ler dimension and scrubbing action 
is eliminated. 


| Cable Reel Dolly 


Magnesium Company of America, 
155 §S.E. 10th Ave., Hialeah, Fla. 


| Dolly is suitable for handling of large 


reels of wire or cable. Loading ca- 
pacity, 2,000-Ibs. Weight, 33-lbs. Can 
be used either inside buildings or on 
open ground. Non-skid, raised-pattern 
tread of approach apron provides 
safe and easy mounting of reels on 
dolly rollers 


3M and Warner-Lambert 
Merger Action Suspended 


ST. PAUL, Minn. — Officials of 
Minnesota Mining & Manfacturing 
Co. have announced they have sus- 
pended action aimed at combining the 
two companies. In a joint statement, 
William L. McKnight, 3M _ board 
chairman, and Elmer H. Bobst, War- 
ner-Lambert chairman, said they have 
requested the Department of Justice 
to investigate the proposed combina- 
tion before the firms take further 
action. 

“When the combination was first 
proposed, it was our opinion, based 
on the advice of our respective at- 
torneys, that it could be effected with- 
in the framework of the anti-trust 
laws. However, recognizing that the 
Department of Justice may have a 
different point of view, and realizing 


| that any action by the Department 


subsequent to the actual joining of 
the two firms could result in lengthy 
litigation, we decided to ask the De- 


partment for clearance before taking | 


final action,” they said. 


Another SHAWMUT First... 
All NEW 


ONE-TIME FUSE 
(Silver-Plated) 
Runs up to 389% COOLER 
Saves Power Low Watt Loss 


iL Approved Order now 


Predictable Performance 


THE CHASE-SHAWMUT co. 
Subsidiary of |-T-E CIRCUIT BREAKER CO. 
374 MERRIMAC STREET + MEWBURYPORT, MASSACHUSETTS 





a : TT ~ 
TESTS PROVE: 
10% more slip | 


Y-eER EAS 


Wire Pulling Lubricant 


For Lead, Rubber, Braid or 
Synthetic Covered Cables 





nN '% : 
\ Ss There is only 
one Y-ER EAS 
Don't accept substitutes. 
The extra slip means extra 
savings on every job. 





* Creamy, non-corrosive. 
Never greasy or messy. 

* Prevents sticking or setting. 
Extra slip for saddles and 
turns. 

Does not run back on cables. 
Never harmful to hands, cloth- 
ing, cables or conduit. 


Write for 
descriptive 
literature 





At all Leading Electrical Supply Houses 











“J ELECTRO COMPOUND CO. } 
4153 W. 150th St., Cleveland 35, Ohie 
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| MANUFACTURERS’ EXPANSIONS 

Salt Lake City, Utah—Nu-Art Light- 

’ ing & Manufacturing Co., 235 E 

’ ete 7 Z 5th South, Salt Lake City, has moved 
It's convertible! DISPLAY i) § into new quarters at 2360 W. 2\Ist 
A space saver... a South. The new manufacturing plant 


Electrically lighted! DEAL ~~ } allows for three times more capacity, 


according to a company spokesman 


= 5 NEW BUTTONS! Ks San Francisco, Calif.—Bryant Elec- 


Features lighted push buttons, including =P OMS tric Co. has established a Pacific zone 


the new LIGHTED NAME push button and : 
the new SNAP-ONS, lighted and unlighted. headquarters at 1224 Mariposa St 


FREE built-in Trine transformer with 6 ft San Francisco, with both office and 


cord and plug : , 
Equipped with changeable PRICE CARD warehouse at this location. The new 


Presents a selection of the newest, best- zone headquarters will be responsible 

seiling Trine Push Buttons * ae ‘ 

All flush numbers and SNAP-ONS are in- for sales in the western states, Alaska 
= . ° 

cluded, lighted and unlighted and Hawaii. 

Packed in labeled sh'pping carton for mail- vers PNR 

ing to your customer. WEIGHT: 11 Ibs 

wees newest display will fit anywhere in oe Niles, Ohio The General Electric 

our store. : 

, son Conduit Products Department has 


CONVERTS IN A MINUTE! , opened a new development and con- 
HANG IT! 'e— trol laboratory at the department's 

On shelf posts—on *y z headquarters, McKees Lane, in Niles 
ee ig The facility has 1,200 sq ft of actual 


pm s = —on other displays 
Trine push buttons STAND iT! 


pare On Counters LIST J E Ly 

— in Store PRICE — Minneapolis, Minn. The Westing- 

Windows $75. Pa | house Electric Corp. has begun con- 

PACKAGED DEAL INCLUDES FREE DISPLAY, FREE TRANSFORMER struction of a product distribution 


and 21 Push Buttons mounted on display. PLUS introductory Back-up stock center to serve the Minneapolis-St 
ot 47 Push Buttons, for a total of 68 push buttons. Push Buttons packed in > , r ‘ 
Paul area. The new facility is located 


individual, colorful Trine boxes. 
Trine Manufacturin Cor oration , at 3501 Highw ay 100, in the St. Louis 
g p » 1430 Ferris Place, New York 61, W. ¥. Park section of Minneapolis, the pres- 
ent location of a lamp division ware- 
house and office building. The existing 
building will be doubled in size to 


laboratory space 





&  e ) W E RR ¢ & A & T STOCKS y | provide 73,000 sq ft of floor space 


PRIMARY FOR IMMEDIATE | Park Ridge, I1l—-Square D Company 


has purchased from Gorham Manv- 
BUS SUPPORTS SHIPMENT facturing Co. a 98,000-sq ft plant 
‘ieee: 23 oon located on 35 acres on the outskirts 

of Ashville, N. ¢ 


e Contractors, Industrials, and ; ' . 
Utilities rely on the accuracy Hamilton, Ont., Canada—The Cana- 
dian Westinghouse Company has open- 
of these Bus Supports fo meet ed a $200,000 Maritime distribution 
exacting service conditions. center at Halifax, Nova Scotia 
Available for Indoor and Out- 
door Service — flat or pipe 
mounting. Conform to NEMA Appliance Dealers Attend 
standards. POWERCRAFT  in- Sales Meeting—At Home 
viles your inquiries on any CLEVELAND—Some 900 major 
special Bus Support require- | appliance dealers in northern and cen- 
‘ io attended a Westing > 
ment. Other POWERCRAFT ae nen utended i esmngnowse 
sales meeting last month in their own 
Products... Indoor and Out- homes. 
door Disconnecting Switches, By using regular television stations 
Bus Clam . at an off time—7:00 to 7:30 a.m., 
{ , Di | ong ong Thursday, January 5, the sales show 
vey ipe rame itfings or was telecast over a local Cleveland 
1%” LP.S. Pipe, and Clamp station, and Youngstown and Toledo 


Insulator Supports. Ohio stations. 
Prior to the scheduled telecast, a 
SEND FOR NEW CATALOG. company spokesman commented, “We 
POWERCRAFT CORPORATION | have a hunch this will be the first 
| appliance sales meeting where more 
2215 De Kalb St. Phone Prospect 6-4532 ST. LOUIS 4, MO. | than one-half the dealers will attend 
Sinee 1932 | unshaven in pajamas and robes.” 
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OBITUARIES 





Howard L. Powell 


Howard L. Powell, president, Dyer- 
Clark Co., Lawrence, Mass., died sud- 
denly on January 4 at his home in 
Londonderry, N.H. He was 35. Powell 
was with the electrical wholesaling firm 
since 1946, and succeeded his father, 
Nelson M. Powell, as president of the 
firm. 


John A. Royce 


John A. Royce, 70, former sales man- 
ager for Graybar Electric Co., Inc., 
Rochester, N.Y. died on January 5 in 
Dunedin, Florida. Royce was asso- 
ciated with Graybar Electric in Buf- 
falo, N.Y. before opening the Roch- 
ester branch in 1927. He remained 
with the firm until his retirement in 
1950. 


Thomas S. Nolan 


Thomas S. Nolan, 72, former execu- 
tive vice president, Edwards Co., Inc., 
Norwalk, Conn., died on January 1. 
He joined the Edwards organization 
one year prior to World War I and 
remained with the company for 42 
years. He was a member of the Board 
of Directors and a charter member 
of the Electrical League of New York. 
He participated in many industry 
activities and was a member of the 
“Tough” Club of New York. Nolan 
retired from active service with the 
Edwards company in 1957. 





WAS Moves To New 
Boston Area Warehouse 


FRAMINGHAM, Mass.—A_ new 
Boston area distribution warehouse 
for Westinghouse appliances opened 
last month, according to Kenneth I 
Ross, district manager of Westing- 
house Appliance Sales. 

Located in the Cerel-Perini Indus- 
trial Development near the Worcest- 
er and Massachusetts turnpikes, the 
warehouse occupies 49,000 sq ft of 
office and warehouse space. 


TVA Cites More Identical 
Bids On Materials 

KNOXVILLE, Tenn.—The Tenn- 
essee Valley Authority is still getting 
identical bids on materials in some 
fields, but not any more on electrical 
equipment, Brig. Gen. Herbert D. 
Vogel, TVA chairman, said. 

Vogel mentioned specifically alumi- 
num cable as an item on which TVA 
has recently received identical bids, 
and another director indicated identi- 
cal bids had been received on cement. 





Multi gives you all thats new in 
ALZAK ALUMINUM FLOODLIGHTS 


ENCLOSED 
ANGLE 
TYPE 


CAT. NO. vp 


0 W / 
VARIETY OF 
MOUNTINGS 
cut 
INSTALLATION 


TYPE A —_ 


re du 


TYPE C TYPE D 


MULT 


Millions of Steel 


TYPE B 


IFFY GLP 


Serving the Electrical Industry 


pecify 
MINERALLAC 
HANGERS, CLIPS, 


| STRAPS, BUSHINGS 


Expert design, choice 

materials and con- 

trolled manufacture 

have built ‘‘top-service 

and longest life” into 
Minerallac Electrical Spe- 

cialties. That's why the elec- 

trical industry ‘‘prefers Miner- 
allac”...in steel and Everdur for 
hanging pipe, conduit, BX cable, etc. 


Send for new literature and prices. 


MINERALLAC ELECTRIC COMPANY 


25 North Peoria Street— Chicago 7, Iilinois 


MINERALLAC 
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CAT. NO. 7200D 


Semi or fully enclosed type for 500-1500 watt 
incandescent or 400 watt Mercury Vapor Lamps 
These Multi floods are quality produced to 
assure maximum light output. Reflector is spun 
aluminum Aizak finish. The heat and impact 
resistant lens and cable entrance are water- 
tight. Lens is hinged and secured by stainless 
steel! spring clamps. All mountings malleable 
iron plated. Rotation stop, protractor and 
lockin lever. Write for literature on complete 
Multi- Repo line of floods, luminaires, poles, 
fittings, mountings, etc. 


ELECTRIC MEG. INC. 
4223 W. LAKE ST. 


CHICAGO 24 


Anotber 


SHAWMUT 


First... 
All NEW 


ONE-TIME 
FUSE 


(Silver-Plated ) 

The only AC Rated One-Time, 
tested and proven on AC 
U.L. Approved. Competitively 

Priced 
<< dictable Performance 


Order now for 


ask for bulletin O-T 601 
THE tok SHAWMUT co. 


Subsidiory of |-T-E CIRCUIT BREAKER CO 
374 MERRIMAC STREET + NEWBURYPORT, MASSACHUSETTS 
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TAP THE 
PROVEN SOURCE 
OF 
STEADIER PROFITS! 


NEW VINYL 


CUBE TAPS 


The Original and still 
the Industry’s Standard 


Completely unbreakable Elec- 
trix Vinyl Cube Taps look better, 
they sell better. Cost you less. 
And behind those facts is an un- 
equalled quality story of service 
and satisfaction that builds repeat 
sales .. . makes Electrix the most 


outstanding line in its field. 


Why not sell the best. . . espe- 
cially when profits come bigger 
and easier. Sell Electrix Vinyl 


Cube Taps. 


CORPORATION 


Ashton * Rhode Island 





Two More NAED Western 
Region Members Elected 


LOS ANGELES — The following 
members have been elected to the 
NAED Western Region board of gov- 
ernors, effective as of January 1: E. E. 
Morton, of Westinghouse Electric 
Supply Co., San Francisco, Calif.; 
George B. Smith, The Coast Whole- 
sale Electric, Inc., Burbank, Calif., 
both for one year terms. 


Illuminating Electric 
Acquires Bonny Operation 


CHICAGO—Marvin R. Liberman, 
president of Illuminating Electric 
Co., 5725 S. Halsted St., has an- 
nounced the acquisition of Bonny 
Electric Supply Co., 7700 W. Madi- 
son St., Forest Park, Ill. 

Complete distribution facilities will 
be available at the Chicago and Forest 
Park locations. 


Wakefield, Detroit 
Firm Plan Merger 

CLEVELAND—The Wakefield Co. 
of Vermilion, Ohio, manufacturers of 
commercial and _ industrial lighting 
equipment, has completed plans to 
merge with Abrasive & Metal Prod- 
ucts Co. of Detroit, subject to stock- 
holder approval. President A. F. 
Wakefield pointed out that the con- 
solidation would provide diversifica- 
tion of products, with assets available 
for expansion through acquisition of 
other companies in related or other 
fields. 

No date has been set yet for Wake- 
field shareholders to act on the plan 
which has been approved by directors 
of both companies. 

Meanwhile, until presented to share- 
holders at meetings tentatively sched- 
uled for February, Abrasive has 
announced the contract to purchase 
the Art Metal Co., Cleveland, Ohio. 
Subject to approval of Abrasive and 
Wakefield stockholders, the merger 
calls for exchange of 2.6 shares of 
Abrasive for each share of Wakefield. 
The amount paid for Art Metal has 
not been disclosed. 


3rd National Lighting 
Exposition Opens in March 

NEW YORK—Thirty-two national 
and international lighting authorities 
and 200 lighting manufacturers will 
take part in the 3rd National Light- 
ing Exposition set for March 5 thru 
8 at New York’s Coliseum. 


Another , 

SHAWMUT First *): 
The All NEW \\ 
ONE-TIME FUSE 
(Silver-Plated) \ \¥ 


Predictable 


Performance 
UNIFORM in Manufacture 
UNIFORM in Performance 


Delivers more but costs no more 
Order today 


rwe CHASE-SH 


mnoaine staeer MEweuRTPORT 


illetin O-T 60] 


AWMUTco. 


T BREAKER 


ASS ACHUSETTS 





Our 17th Year 


Serving the Electrical 
Industry—STRINGER 
Safety Equipment 


Offering the most complete line and the 
finest quality safety equipment obtainable 
STRINGER at the same time offers a very 
attractive discount plan to the electrical 
wholesaler. Let us explain this plan; write 
today for free catalog of this COMPLETE line 


UTILITIES SAFETY 
SUPPLY CO., INC. 


Lee's Summit, Mo. 
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Farrell-Argast Presents 
1960 Merit Awards 


INDIANAPOLIS, Ind. Farrell- 
Argast Electric Co. has presented vari- 
ous manufacturers’ representatives 
with their 1960 awards of merit, ac- 
cording to Charles E. Argast, vice 
president. P. C. Metsker, local fac- 
tory representative for Walker Electric 
Div., I-T-E Circuit Breaker Co., took 
top prize among direct factory repre- 
sentatives. Robert Vandivier, local 
factory representative of Virden 
Lighting Div., John C. Virden Co., 
took honorable mention. Ernie Lester, 
local manufacturers’ agent (in busi- 
ness for himself) was top 
among agents, with Clyde 
Clyde Warble & Associates, 
taking honorable mention. 


awardee 
Warble, 


agents, 





NEW YORK — The Electrical 
League of New York will hold its 
annual National Electrical Week 
luncheon at the Sheraton-Astor Hotel 
on Feb. 7. In cooperation with the 
league, Hon. Robt. F. Wagner, Mayor, 
will issue a proclamation for Feb 
5-11 as “Electrical Week” in New 
York City. Also Times Square will 
become “Electric Square” on February 











UNIVERSAL 


NAIL-IT 


PAT. 2885169 ESSENTIAL 

The New Hump Drive-it FOR 

Strap has a sturdy ELECTRICAL 
head to insure Easy- MEN 
Drive without 
bending or pulling 
out. Made of No. 
8 heavy wire. 
Zinc plating 


COPPER PLATED 
AVAILABLE FOR 
PLUMBER’S USE 


“SOLD ONLY THRU LEADING ELECTRICAL poroy 
THIEL TOOL & ENGINEERING CO.,INC. 


1417 N. MARKET ST. LOUIS 6. MO 
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CLASSIFIED 


ADVERTISING 


SELLING OPPORTUNITIES 


AGENTS WANTED 


DISPLAYS 
for otemens is $1 
ing appear! on u 
i miract rates que ted 
to Agency Comm on 
Other advert a l 
agemy ¢ 
An advertising ‘neh is measured 7 ertically « 


J0 Oo & page 


on request 





LINES WANTED 
BUSINESS OPPORT 


RATES ——— 


POSITIONS WANTED 
NITIES 


UNDISPLAYED 

$'.50 per tine minimum 3 lines. To figure ad- 
vance payment count 5 average words as a line 

Box »umbers mu as 1 line 

Position Wanted ads are 


Discoun: of 10% if full payment 
Vance r 4 consecutive insertior 


Send NEW ADS or Inquiries to Classified Adv. of ELECTRICAL WHOLESALING 
©. Box 12, New York 36, N. Y. for March Issue closing February 14th 








SELLING OPPORTUNITIES AVAILABLE 


Sales agents, all territories except New Bagtens, 
to sell sealing and wire pulling comyp« ds to 
ipply houses and utilities. RW-5839 Electr ical 


Wholesaling 


Manufacturer of Switch Plate Shields has open- 
ings in various territories for agencies selling 
switch plates and kindred items to wholesa 


Write RW-6048, Electrical Wholesaling 


Wanted Agents and Representatives to sell to 
ectrical Distributors. Extremely fine Quality 
Post and Wall Mounted Cast Aluminum Out door 
amps At Low Cost. A Lamp You Will Be 
a To Represent ll Territor ies Open 
harmglow Products, Bo 7 Russell 


linois 


Manufacturer's Agents Wanted—Nationally rec- 

ognized manufacturer of complete line cutting 
oils and allied items seeking men already calling 
on electrical trade wishing to supplement income 
from another line. Choice territories open. Reply 
giving background, manpower present lines and 


to RW-6018, Electrical Whole- 


itory covered 


wanted—Competitive complete line 


tra discounts 


Salesmen 

conduit fittings with to 40 ex 
Commission 5 and 7! Territories open 
giving full particulars SW -59 
Wholesaling 


POSITIONS WANTED 


Factory Representative desires position with 

Manufacturer or Distributor. 1 yrs. experi 
ence—E > Pennsylvania—Electrical fixtures 
and suppl ;00d background and references 
PW-5822, Electrical Wholesaling 


Executive fully experienced all phases elec. 

supply, sales yuurch, administration seeks 
managerial position to handle any size 
volume. PW-5969, Electrical Wholesaling. 


SELLING OPPORTUNITIES WANTED 


Mfr's Rep. invites quality lines for large follow- 

ing of electrical wholesalers in Metropolitan 
New York and New Jersey. RA-4934, 
Wholesaling 


Electrical 


16 yrs. exp., contacts with Elec- 
trical wholesalers, electrical contractors, ar- 

chitects and engineers. Desires supply lines in 

Florida, RA-5668, Electrical Wholesaling. 


Factory Rep., 


selling a successful line of trans- 
formers supply jobbers covering NYC, LI & 
Westchester seeking electrical items to offer 
supply houses & industrial accounts. Warehouse 
RA-6031, Electrical Wholesaling 


Sales Rep. 


available 
Growing Phila. Agency, representing top manu- 
facturer of outdoor lighting and street light- 
ing equipment, seeks one or two additional high 
caliber lines. RA-5922, Electrical Wholesaling 


MANUFACTURERS! 


You will receive better results from your 
“Representative Wanted” advertising if 
you will state in your copy what territory 


or territories are available. 











RESIDENTIAL 
LIGHTING 
MANAGER 


Well established Connecticut 
Wholesaler, 


perienced 


expanding require ex 
Lighting 
n 


plus Override. Replie wi e he 


manager Sa 
trict confidence 
P-5921 Electrical Wholesaling 
Class. Adv. Div. 
P.O. Box 12, N.Y. 36, N.Y. 








SALESMAN WANTED 


Must have 
field. 
with large, progressive 


experience in electrical 


upply Excellent opportunity 
rganization t 
act as district sales manager with 


ability to sell plastic c mnduit and 


fittings to eastern market. Philadelphia 
residency required. SW 5931 Electrical 
Wholesaling, 68 Post St., 


cisco 4, Calif. 


San Fran- 








Manufacturers Representative Wanted 


For E.M.T. thin wall 
pipe conduit, selling to Electrical Wholesale 
Distributors Western Penna., Kentucky, Indiana 
RW 5938 Electrical Wholesaling Class. Adv. Div., 
P.O. Box 12, N. Y. 36, N. Y. 


onduit, galvanized rigd 








REPRESENTATIVES 
WANTED 


ling manufacturer of electrical wiring 
y of agency with f i 
or territories of Nort! 
1 for Louisiana, Mis 
RW-5944 Electrical Wholesaling 
520 N. Michigan Ave; Chicago 11, 











L. L. E. M. S. A. 


an organization of electrical sales- 
men and agents, offers its services 
lighting 


to any manufacturers of 


or electrical merchandise who are 
looking for 


handle their lines. 
Write: 
SS-5897 Electrical Wholesaling 
Class. Ady. Div., 
P.O. Box 12, N.Y. 36, N.Y. 


salesmen or agents to 











Latrobe 


SF POR 
Pil ‘ 


190-N R Series 
No Receptacle 


brass-topped, 
our #190 


This 4” standard 
watertight, 2!/’ 
series. 

Box-body has a 3!/44” opening which makes 
it easy for whole hand access from top of 
concrete to bottom of floor. 

A brass adjusting ring with '/2” height ad- 
justment in addition to three screw legs 
2\/2" long, gives quick and easy "tru-level- 


octagon, 
deep box is 


ing . 

A "KEY" which fits most popular size and 
style receptacles has been added at no 
extra cost. 


A ——" d 
yea sose | 
ates _ $684 

$28 {ah Y a 
em. 


$758 5284 


= 


Drop the “KEY (shown In center of 
al slots built into adjusting ring 

receptacle required and simply 
LAY-ON"’ receptacle ring 


Short Stem a 


TELEPHONE ih 

and s 
DUPLEX @ 
NOZZLES a+ 


Shorter styled, modern, compact, flanged 
duplex telephone and receptacle nozzles in 
satin brushed brass or anodized aluminum. 
Standards fit '/2” opening. %4” stem 
available. 


PIPE or 
CONDUIT CLAMPS 


Malleable iron, with case 

hardened tool steel in one 

end of clamp in the form 

of an inverted V shape to give a double 
bite. Two models—''Parallel" and "Right 
Angle'—II sizes each—for 34” thru 4” 
pipe. 

Sales Representatives in all principal cities 


TO INSTALL 
photo) into spe 
select the 
‘LAY-IN"; then 


Pullman 


Manufacturing Qo. 
1215 JEFFERSON 


LATROBE, 


1209 STREET 


PA. 


| 
| 
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WHEN IT’S COLD -THE SPLICE WILL HOLD 


with SLOW GN 


VINYL ELECTRICAL TAPE! 








A roll of Slipknot CW is frozen solid in a block Tape is broken out of ice... 
of ice at 14° F below zero. still at 14 below... 


ta 









and in this frigid atmosphere remains com- 


pletely flexible — strips perfectly from roll — 
even with ice still imbedded in the core. 


At 14°F below zero, this remarkable vinyl tape 


® Strips easily from the roll... 

® Remains completely flexible... 

®@ Sticks down instantly — molds perfectly — 
holds permanently! 


Try it in your home freezer 
— write for a sample roll 
on your letterhead today! 





Fi CR aks. 


TAPES By 35 seconds later perfectly conforming splice 
SOLD ONLY is made. Temperature . . . still 14° below! 


THRU 
RECOGNIZED 


A DISTRIBUTORS £ 


4 
vr * 
MALT 


~ om 


| 
: 
j 


ell your customers about 


Buss LOW-PEAK Fuses 


an Outstanding Advancement in Protective Devices 


Buss LOW-PEAK fuses can completely revolutionize 
the protection of the entire electrical system 

Protects Circuits, Motors, Controllers, Switches 
whether fault current is 1,000 amps., 100,000. or 
200,000 amps. 

Prevent damage to Panelboards, Controllers or other 
circuit components. Let-thru currents are limited to 
exceptionally low values. 

Can be easily coordinated into a selective system- 
to limit fault outages to circuit of origin. 

Prevent waste of time and money—because long 
time-lag keeps them from opening needlessly on harm- 


less over-loads. 

Permit increasing interrupting capacity and current 
limitation on present system at minimum cost. Fuses 
fit standard switches and panelboards. Available from 
15 to 600 amperes in both 250 and 600 volt ranges. 

Remain safe throughout the years without main- 
tenance or recalibration. 

For full information turn to the BUSS Bulletin on 
LOW-PEAK fuses. 


BUSSMANN MFG. DIVISION, McGraw-Edison Co. 
St. Louis 7, Mo. 


Eleetrical Protection Goes 


Modern with BUSS FUSES 











